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TIN III 


Starting in January, there will be available for the first time a 


service that covers the entire field of electrical wholesale 
distributors and their salesmen. 


This new service will be devoted entirely to electrical appli- 
ances and radio. It will be published monthly as a separate 
section bound into ELECTRICAL WHOLESALING, the maga- 
zine of electrical distribution, and will reach 1,000 electrical 
wholesalers and their 4,000 salesmen (practically all of whom 


sell appliances), and 3,000 specialty distributors and their 
salesmen. 


The advantages that this new publishing service offers appli- 
ance and radio manufacturers are too numerous to outline 


here. We urge you to write for our booklet which gives 
complete details. 















The new mer- 
cury lamps give 
more light per 
unit of current— 
reduce _ electric 
bills — Jefferson 
Transformers _in- 
sure maximum 
economy. 





Wall Mounted Type 
in neat metal case for 
mounting on wall or 
post. Bottom is open 
for ready access to 
wiring compartment. 
Snap-on connections 
make it easy to match 
primary supply line 
voltage. 

(Wall - mounted and 
fixture types are 
equipped with pri- 
mary tap changing 
device and large pri- 
mary and _ secondary 
wiring compartments. ) 


Weatherproof 
Type in one- 
piece drawn 
steel case — in- 
terior com- 
pounded. Con- 
nections at bot- 
tom. Equipped 








dip 








Fixture or Sus- 
pension Type for 
mounting be- 
tween ceiling 
and lamp—with 
standard thread- 
ed coupling at 
each end. 





with primary Core and Coil Type— 


ta changing which fits in fixture. 
device. Vacuumized, impregnated 
with final double varnish 


bake. 





JEFFERSON 
TRANSFORMERS 


SIMPLIFY INSTALLATION 


Industrial plants, steel mills, railroads, service stations, large 
stores—all industry—are finding the new high efficiency of 
mercury lamps an immediate means of improving illumination 
and cutting electric bills in half. 

Jefferson Transformers for use with these lamps insure the 
expected full rated capacity and satisfactory performance. They 
keep the current demand low during the starting period and 
on continuous operation show low temperature rise. A special 
core has been designed, made up of very thin laminations of 
high silicon steel, annealed after punching to prevent ageing, 
and to insure cool operation. 


Easy, “Screw-Driver” Installation 


The terminal connections are easily made with a screw-driver, 
—no pigtails to solder.—And the wiring compartment covers 
have permanently attached screws to save time and loss.— 
Width and depth are smaller to improve the appearance. 


Jefferson’s long specialized experience in the development of 
transformers for mercury and Neon luminous tubes, sun lamps, 
street lights and the like, makes possible the high quality 
special types of transformers and reactors required for these 
mercury lamps. 

Available for use with both 250-watt and 400-watt lamps.— 
Write or mail coupon for Bulletin 361-MV. . . . JEFFERSON 
ELECTRIC COMPANY, Bellwood (Suburb of 
Chicago) Illinois. Canadian Factory: 535 Col- 
lege St., Toronto. 


JEFFERSON “er 


FFERSON ELECTRIC COMPANY, 
lwood, Illinois ’ 


Please send Bulletin 361-MV and complete infor- 
mation on mercury lamp transformers. 
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* Urge your contractor customers to follow up their Christ- 
mas appliance sales with active re-wiring campaigns, using 
the Square D Multi-breakeR as their main sales talking 
point. Major appliances will require new house wiring— 
smaller appliances suggest overloaded circuits and blown 
fuses, especially in inadequately wired homes. 

The Multi-breakeR has more customer-appeal than most 
of the electrical conveniences which you are now selling. 
And it brings the contractor a wiring job, as well as a 
good profit. 

The Multi-breakeR is sure protection against overloaded 
circuits. It eliminates the cost, inconvenience and fear of 


SQUARE 


from 


MULTI-BREAKE 


T) COMPANY 


ETROIT- MILWAUKEE-LOS ANGELES 
URRE 0 COMPANY CANADA LTO. TORONTO. ONTARIO 




















Christmas Appliance Sales 
with 


SQUARET) 











changing fuses. The flick of a handle restores the circuit. 
For installations up to six circuits, it is used as the 
main service entrance as well as branch circuit protec- 
tion and switching—no meter switch is needed. The cus- 
tomer will gladly pay the small ad- 
ditional cost. 

Tell your contractor customers 
about the Square D Multi-breakeR 
and its profit possibilities. Ask your 
Square D salesman about the attrac- 
tive counter displays and Multi- 
breakeR literature for your contrac- 
tors and for your own use. 
They will help you make sales. 

















CALL IN A SQUARE D MAN 




















Tell Your Employees 


URING the past five weeks, much of the pas- 
D sion and emotion of the closing days of the 
campaign has died away, and it now becomes 
possible to attempt a calm appraisal of what lies ahead 
for business during four more years of the New Deal. 
As for the near term, there appears to be no cause 
for worry. The economic forces behind our recovery 
have gathered too much momentum to be seriously re- 
tarded by political developments during the next year 
or two. November business was the best in six years, 
with pre-holiday buying approaching, and in some lines 
exceeding, 1929 levels. 

There is the probability of a moderate slowing down 
in business the early part of 1937—a natural and 
needed correction of the upward surge of the past 
few months which has caused some manufacturers to 
fall behind on shipments. Such a reaction should be 
only temporary however, and should not be laid to 
the election. 1936 has been a good year, there is every 
indication that 1937 will be a better year. 

Nevertheless, to adopt the philosophy that “Business 
is good, so why worry” is dangerous. Unless a sensi- 
ble conservatism is developed at Washington, business 
may eventually find itself facing obstacles sufficient 
to offset the natural forces of recovery. 

Washington observers report that the President has 
become more deliberate in thought and action since 
November 3. Some expect him to proceed with greater 
caution during his second term, consolidating existing 
New Deal activities and overcoming inefficiencies in 
their Administration. These reports are most encourag- 
ing. Nevertheless, it must be remembered that his 
fundamental objectives remain the same. 

It is intended to balance the budget through increased 
tax revenues as recovery advances, but there has as 
vet been no intimation that taxes will be reduced by 
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cutting down government expenditures. There are 
rumors that Passamaquoddy and the Florida Ship 
Canal will be again brought to life. Further attempts 
to regiment business are in the offing. 

Business men can no longer afford to disregard 
what goes on in Washington, to lull themselves into 
fancied security just because, at the moment, “busi- 
ness is good.” 

The world-wide trend towards socialization must be 
recognized. Complexity of life in this industrial era 
demands that certain controls be set up. Unfair trade 
practices must be outlawed. Exploitation of labor must 
cease. Investors must be protected from fraudulent 
promoters. The problems of unemployment and relief 
must be solved. At the same time, the freedom of 
the individual to display honest initiative must not be 
curbed, neither must governmental expenditures be 
permitted to rise to the point where taxation stifles 
business. 


wrist average voter is the employee—not the em- 
ployer. And it is the average voter who swings na- 
tional elections. It is his attitude that will influence 
the Administration during the next four years, that 
will largely determine whether legislation to be passed 
by the incoming Congress will swing us far to the left 
or keep us on a sane middle course. 

Thus, it is not only the responsibility of business 
men, largely through their trade associations, to closely 
follow Washington developments; it is their further 
responsibility to interpret these developments to their 
employees, to explain what the effect will be on their 
company and, as a result, on the employee’s own job. 

Business must sell itself and its viewpoint to the 
American people, three-fourths of whom depend upon 
it for their livelihood. Let’s start with the employee. 
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: - He’s explaining that the BRYANT No. 4832X a 
Here’s a contractor presentin al arguments DUPLEX RECEPTACLE has two circuits—one HE WINS THE CONTRACT! Once again, 
against price competition . .. CONVENIENCE outlet is always alive for use with vacuum cleaner, convenience and Bryant Quality beat out low 
plus BRYANT LASTING QUALITY and radio, etc., while the other is controlled by a price bidding and questionable quality—AND 





WORKMANSHIP. switch in the wall and feeds a table or floor lamp. YOU GET THE ORDER! 


The BRYANT 
; No. 4832 DUPLEX RECEPTACLE 
WINS CONTRACTS...and 
sales for you... 


: Get the contractor’s point of view and you'll get 
his order for the Improved BRYANT No. 4832 
DUPLEX RECEPTACLE. This real CONVE- 


NIENCE OUTLET with its Nine Major Features 
is a powerful factor in overcoming price argument 
and swinging contractors’ sales to you. 











Nine 4832 features that mean lasting 
workmanship and satisfied customers 
for contractors ..... 


AMER IG, 













|. Double-sided Spring Contacts. Assure per- 
fect alignment of engaging blades and positive 
electrical connection. 2 tae Large Binding 
Screws. Will easily take two No. 10 wires. 3 
Yoke itively Anchored. Cannot be displaced 
from the bakelite molding. 4. All-Bakelite Body. 
Includes back of solid molded bakelite, prevent- 
ing moisture absorption. 5. Bakelite Flange 
Over Binding Screws. Insulates wiring cavity 
and permits a larger wire to be used safely. 6 


Convenient Slot-finding Feature. Blades auto- 


matically align themselves with slots. 7. Double- 
T Slots. Take all types of caps. 8. Wide Mount- 
ing Ears. Prevent tilting. 9. Meets all Federal 












Specifications. 


Popularly priced, no more than previous type. 


THE BRYANT ELECTRIC COMPANY * BRIDGEPORT, CONNECTICUT 






NEW YORK: 100 East 42nd St. + CHICAGO: 844 West Adams St. - SAN FRANCISCO: 325 Ninth St 
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ELECTRICAL 
WHOLESALING 


Among the Trade 


P Sates of electrical wholesalers for 
the first nine months of 1936 showed 
a 35 per cent increase over the same 
period of 1935. In only three other 
wholesaling trades has this high per- 
centage of gain been exceeded, thus 
placing electrical wholesalers in 
fourth position in speed of recovery 
among the 20 principal wholesaling 
trades. 


P ELectricaAL wholesalers are be- 
ginning to subscribe to the “practice 
what you preach” doctrine in large 
numbers. For months and even 
years now they have been telling 
their customers and prospects of the 
importance of modernization. Now 
they are beginning to realize that it 
is of vital importance to themselves 
as well. House after house is being 
brought up-to-date with new dis- 
play rooms, new fronts, new light- 
ing and new warehouse facilities. 
In many cases quarters are being 
enlarged and in many others, they 
are being abandoned entirely as 
out-of-date and inadequate in favor 
of new or modernized buildings. 


P One obvious sign that the present 
recovery cycle is moving into solid 
ground is the return of the old back- 
log of “over-the-transom’ orders. 
Customers are not checking with 
several sources of supply quite as 
much as they did. Unsolicited or- 


ders are again coming in over the 
telephone in considerable volume. 


P Ar no time in his history has the 
electrical wholesaler been so con- 
scious of the importance of display 
as he is today. Current changes all 
call for bigger and better display 
rooms. Merchandise has to be seen 
in order to be sold and the whole- 
saler is becoming fully alive to that 
fact. Furthermore it has to be out 
where the prospect can handle it as 
well as look at it. The tendency is 
away from glass display cases to a 
more open type of display. It pre- 
sents problems in cleaning and de- 
terioration but it pays. 


> Ir would seem that if the present 
delays in shipments keep up, they 
are going to interfere seriously with 
sales. A swing through Pennsyl- 
vania, Ohio, Michigan and New 
York has revealed the same com- 
plaint that prevails in the East— 
“we can’t get stock.” Moreover 
most wholesalers feel that it is get- 
ting worse instead of better. Buyers 
are beginning to place orders with 
special delivery dates and a notice 
that the goods are not wanted unless 
the date can be met. In many cases 
this is impossible and the buyer de- 
serts his usual wholesaler to shop 
around for the goods. This is seri- 
ously upsetting customer relations. 
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Through no fault of his own, the 
wholesaler is being blamed for not 
carrying stock. Despite the fact 
that he is powerless to correct the 
situation, it is a serious handicap to 
the wholesaler in his efforts to con- 
vince the buyer that he is the most 
economical source of supply. 


> But there is another side to the 
difficulty. Men who normally would 
be spending their time on sales 
problems or details of operation are 
trying to get orders filled or to ap- 
pease customers who have been dis- 
appointed in a shipment. It is be- 
coming quite the usual thing to walk 
into a wholesaler’s office and find 
him engaged in a long-winded, long- 
distance conversation with the fac- 
tory trying to coax out some item 
that will save a sale. The inside 
force is wasting time with follow- 
ups and back-orders. All of this is 
interfering with the efficiency of the 
wholesaler and cutting into the time 
that he should be spending in selling. 


> LIGHTING fixture display rooms 
seem to be springing up like mush- 
rooms among the electrical whole- 
saling fraternity. Those who have 
had display rooms in the past are 
enlarging and modernizing them 
while many who have had a few 
fixtures jumbled together in a back 


(Continued on page 56) 



































“Test” installations, made in five selected stores in each of two Ohio 





cities, furnish local proof that better lighting sells merchandise, and 
provide basis for a local industry program to promote store lighting 


course, the incandescent lamp division of the 

General Electric Co. found there was a sur- 
prising lack of definite proof as to the sales power of 
lighting, particularly in the field of retail merchandising. 
Accordingly, a plan was developed to secure such proof, 
and two cities were selected in the vicinity of Nela 
Park for trying out the new idea. In cooperation with 
the commercial lighting departments of the local utili- 
ties, five typical stores were selected in each city and 
arrangements were made for “test” installations in each 
store. Lighting equipment for this purpose was loaned 
by manufacturers and local wholesalers. The stores 
were carefully selected as to type, and included shoe, 
women’s specialties, drug, haberdashery, men’s cloth- 
ing, hardware and department stores. 

Equipment was installed for general illumination, 
localized interior lighting, and show windows. In each 
case the equipment was selected to meet the special light- 
ing problems of the individual store, and was installed 
with the understanding that it would be removed with- 


Y/..- preparing its new lighting sales training 


6 





out obligation if it failed to yield results which justi- 
fied its purchase. Care was taken, however, to recom- 
mend nothing more elaborate than could reasonably be 
used by the store selected. In some cases, entire stores 
were relighted; in others, only sections of stores. The 
tests varied in each store. 

Window tests were checked by counting the number 
of people who definitely looked in at the window display 
during both afternoon and evening—before and after 
the lighting changes. These counts were made by 
disinterested persons. Ashland College furnished the 
checkers in that city, and the local chamber of com- 
merce supplied checkers in Ashtabula. Simultaneously 
the merchants themselves checked their merchandise 
sales. 

The results may be taken as typical of those obtain- 
able in small and medium-sized stores in small cities, 
where the great bulk of the nation’s stores are to be 
found, because the great proportion of the present com- 
mercial lighting market is to be found in the neighbor- 
hood stores of the larger cities, and in the stores of 
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ba 
sales of hats more than doubled by a flood of light from 
five 150-watt units installed on the ceiling 


Store traffic was deflected to this millinery counter and 


ei New indirect units installed on ready-to-wear floor of 
department store brought more shoppers and necessitated 
extra salespeople. Spotlighted rack (center) sold 60 per 
cent more dresses 


3. Improved window lighting, plus a spotlight on the 
center display, stopped 52 per cent of the people passing 
by, and sold out the type of shoes featured in the spotlight 


4. Five 200-watt direct units were replaced with 300-watt 
semi-indirects, mirrors were illuminated and lighted wall 
niches installed. Result, sales increased while selling costs 
decreased 





the smaller communities. Here are the actual figures: 

The list price of equipment installed for all tests 
was approximately $1,800. At the conclusion of the 
tests, less than $300 worth of equipment was removed. 
Additional equipment purchased by these stores, as a 
result of the tests, brought total sales of equipment up 
to almost $1,900, list. 

Of far greater importance was the tangible evidence 
of increased sales due to improved lighting. The fol- 
lowing excerpts are from testimonials written by the 
merchants themselves. They provide the most forceful 
kind of sales ammunition for a local industry drive on 
store lighting, because they are the actual experiences 
of local merchants, well-known in the community. 

“We will admit that we were somewhat surprised 
when it was shown that by increasing the amount of light 
in one window and turning spotlights on a center of 
interest display, we were able to increase the number of 
people looking at our display so materially. The rec- 
ords show that whereas 30 per cent of all the people 
passing looked at our window during the week before the 
change, 55 per cent looked during the week after the 
change. That increase of 82 per cent in the attention- 
value of our window is certainly worthwhile to us. It was 
also clearly reflected inside the store for we completely 
sold out the kind of shoes featured in the spotlight dur- 
ing the test.’’ 

“At the time we featured blue coats with a blue light 
and white spotlights in the window and on a spotlighted 
rack in our store, we had a stock which we felt was 
sufficient for four weeks’ selling. However, the demand 
created by our display was so great that we not only 
sold our existing stock but had to reorder before the 
end of one week.” 

“The count of the official checkers shows that 11 per 
cent more people went into the dress department at the 
rear of the store after spotlights were installed there to 
attract the attention of people who were in the front of 
the store.” 


“ months ago it would have been difficult for 
me to believe that I would thank someone for in- 
creasing my light bill. I do just that thing now, because 
you have given me a means of increasing the number of 
people coming into our store and increasing the unit of 
sales as well. Thus though our light bill goes up, our 
selling expense goes down. Whereas we formerly kept 
our advertising budget separate at three per cent of 
sales and spent about one per cent of sales for light as 
an operating expense, we now propose to consider light 
as a logical part of a four per cent advertising budget. 
Thus, without increasing our overhead we are confident 
that we are increasing the effectiveness of our mer- 
chandising.” 

“Tt was interesting but not surprising to me to note 
that when you increased and improved the lighting in 
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our show windows the attracting power of those win- 
dows was increased 2 per cent; but I had hardly dared 
hope that 29 per cent of the customers interviewed in our 
store would say they had been influenced by the window 
display after the change, as compared to only 12 per cent 
before the change.” 

“We sold about twice as many dresses out of the 
window as usual during the week blue lights were used. 
We know that we are constantly selling and replacing 
whatever dress we display at the rear of the store, which 
is a sure sign that this lighting is attracting customers 
to this part of our store.” 

“The single spotlight, installed just inside the entrance 
and aimed on the case which displays knit dresses is 
producing enough direct sales all by itself to pay an in- 
crease of $25 per month in our light bill.” 


HE story of the results obtained in Ashtabula and 

Ashland is being personally presented in considerable 
detail to utility and wholesaling executives by representa- 
tives of Nela Park, who urge that these executives 
sponsor similar tests throughout the country. 

It is common knowledge that local proof is always 
more convincing than national proof. Rather than at- 
tempting to use the Ohio results for promotional activi- 
ties in Maine or California, there is need for the elec- 
trical industry in each community to sponsor similar local 
tests, because the resulting local testimonials will be far 
more convincing than those developed in Ohio. 

Already it is planned to conduct several hundred such 
tests during the coming winter and one utility organiza- 
tion has gone so far as to offer prizes to that operating 
company which, among its various properties, is most 
successful in conducting tests of this character. 

However, this plan for stimulating the re-lighting of 
stores is by no means exclusively a utility program. Of 
course, the utility is vitally interested in promoting an 
activity of this character, because of the increase in cur- 
rent consumption which, in the case of Ashtabula, was 
130 per cent. Nevertheless, the average utility does not 
sell commercial lighting fixtures, and this is where the 
wholesaler enters the picture. 

In the first place, the wholesaler can cooperate by loan- 
ing equipment for the test installations. Then, when 
the results are recorded and a local promotional cam- 
paign is planned, he will cash in according to the extent 
to which his own sales organization follows through and 
coordinates its activities with those of the lighting de- 
partment of the local utility. 

There are few fields at the present time that offer 
greater selling opportunities than commercial lighting, 
also few lines handled by the wholesaler which provide a 
better margin of profit. These facts offer the individual 
wholesaler every inducement for stimulating and sup- 
porting, within his own territory, a program along the 
lines of the Ashtabula plan. 




































Diluted 


Distribution 





142 Iltegitimate Outlets 


57 Brokers, depending upon manufacturers’ 
local stocks . 

30 Jobber-Dealers 

29 Retailers 

9 Job-Lot Dealers E 

7 Mail-Order Houses, selling to the trade — 

6 Concerns with contracting connections — 

Free-Lance Salesmen 









‘Electrical . N 


salers s A study of the New York market by the Eastern 


enit ce Electrical Wholesalers Association provides a case 
if example of diluted distribution in the electrical in- 
po lita n dustry. Out of 275 firms in the metropolitan New 


York area, who, according to Managing Director 
E. V. Weir, are known to be 
receiving wholesale dis- 
counts, over one-half are in- 
| capable of performing the | 
functions of a wholesaler. ‘ 
W 





77 Limited Function 
Electrical Wholesalers 
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Salesmen Should Follow Through 


Says this California contractor, whose 


specialty is selling ventilation, and who 


was himself a wholesaler’s salesman before 


entering the electrical contracting field 


HEN George W. Brouillet, 
W wie himself was a successful 

wholesaler’s salesman before 
he became a contractor, says, “What 
wholesalers and their salesman 
need to do is follow through,” he 
isn’t theorizing. For he speaks from 
first hand experience on both sides 
of what he maintains should not be 
a fence. 

His words have the significance of 
those of a coach to his fullback who 
knows that, because the coach him- 
self once trod the gridiron, when he 
says “follow through,” he’s telling 
him something that will carry his 
kick for extra yards. 

George Brouillet heads the elec- 
trical department of the Frank J. 
Klimm Co., electrical and plumbing 
contractors of 456 Ellis St., San 
Francisco. It is the job he’s been 
doing selling ventilation—one that 
has not only swung a new line of 
business into electrical wholesaling 
channels, but also has built new busi- 
ness on old lines—that lends his 
statement particular force. 

To the wholesaler, George says, 
“following through” includes fore- 
seeing the movement of goods to the 
point where they are rendering serv- 
ice to the ultimate consumer. 

“Too many wholesalers,” George 
says, “forget that the contractor- 
dealer is in turn a salesman. They 
forget that he must know what an 
item must do so that he can explain 
this service to the prospect for whom 
he may make an installation.” 

Here is a ritual which George 
knows the contractor encounters 
with discouraging frequency: In 
connection with an estimate, the 
contractor wants to find out what a 
certain piece of equipment will do. 
He takes the question to his whole- 
saler. The latter doesn’t know, but 
will look it up. He can’t find 


An Interview With 


GEORGE W. BROUILLET 


Frank J. Kliman Co., 
San Francisco, Calif. 


By 


Wayne Snowden 


the data sheet. Eventually, the data 
sheet is unearthed. It is not cor- 
rected to date. 

“The only new thing needed to 
stimulate electrical wholesaling,” 
George emphasizes, “is a thorough- 
going application of principles al- 
ready known to be successful, but 
now used to only a fractional ex- 
tent.” 

Here is the way he designates 
the main directions in which the 
wholesaler can follow through to 
bigger profits: 

1. Remember that service is 
paramount, and that the contractor 
must pass this on to his customer. 

2. Keep salesmen informed, com- 
pletely and continuously. 

3. Take advantage of manufac- 
turers’ promotion. 

4. Provide more specialists. 


OW alert wholesalers benefitted 
by application of these princi- 
ples has been demonstrated in 
George Brouillet’s experience in 
contracting for ventilation. 
“Ventilation,” he explains, “is a 
job usually handled by sheet-metal 
men. The usual net results of a 
ventilation job to an electrical con- 
tractor, and hence to his electrical 
wholesaler, is, at most, the wiring.” 
The shift of business to electrical 
outlets followed the arrival in Cali- 
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fornia of Ed Price, engineer for Ilg 
ventilating equipment. Procedure is 
for contractor, wholesaler’s repre- 
sentative and ventilating engineer 
to collaborate. Then it is possible 
to submit to the prospect a complete 
recommendation, including layout 
and a guarantee of specific results. 
The sheet metal man’s vague refer- 
ence to “plenty of air” is replaced 
by such a statement as “a complete 
change of air every 44 minutes.” 

To George Brouillet this procedure 
has resulted in successfully closing 
75 per cent of ventilation estimates. 
Compare this with the electrical 
contractor’s four per cent, considered 
a good percentage of closures on run- 
of-the-mill estimating. To the cus- 
tomer it has proved 100 per cent 
satisfaction. 

And to wholesalers? To those 
wholesalers who had their attention 
focused on service, who were able to 
provide informed salesmen who 
could intelligently cooperate with the 
manufacturer’s specialist, it has 
meant—more business. It has meant 
that all materials and equipment, 
save those for the sub-contracted 
duct work, have moved through elec- 
trical houses. It has meant that the 
ventilating jobs have carried bigger 
connected load than they would have 
if haphazardly installed, and it has 
meant that other big electrical jobs, 
such as lighting, have grown out of 
customers’ satisfaction with the 
ventilation. 

(Turn to page 24) 























Methods That Sell Industrials 


W ssies type of 
salesman is most 
successful in 
selling to industrial 
plants ? 

“To me the chief asset 
of the wholesalers’ salesman who 
really does a job in selling indus- 
trials is his readiness with good 
answers. The chief electrician 
of a large industrial plant knows 
the game, but once in awhile he 
encounters a tough one and ex- 
pects the salesman to give him a 
hand in figuring out the details 
of the job. The salesman can’t 
pick these answers out of thin 
air, he’s got to know his stuff.” 
This is how one sales manager, 
who knows his industrials, ex- 
plained his conception of a good 
industrial selling electrical sales- 
man. 

Other sales managers, asked 
the same question, agreed that more than a good per- 
sonality is required to crack this market. One compared 
the salesman with an attorney, in that both of them know 
certain basic facts and use these facts in establishing con- 
clusions. Further, both of these occupations are similar 
in that research is necessary before reaching the most 
satisfactory answer. The salesman who finds the correct 
answers is the one who will create the most sales. 

Suppose the salesman walks into a plant and learns 
that a proposed job includes the arrangement of ma- 
chines for a certain production line. Further these 
machines will have a certain load most of the time but, 
the superintendent adds, under certain conditions that 
load may be increased. Also, these machines have 
to be controlled to start and stop automatically in a 
prescribed sequence of operation. The engineer of the 
plant has some suggestions, but asks Mr. Salesman: 
“What do you think will be our best way to handle the 
job?” 

Right there the salesman can’t simply beam and pat the 
prospect on the back and talk generalities. He may be 
able to think of a certain type of motor and control, but 
do they fit the required duty, are they heavy enough to 
stand the possible overload? Also, possibly a moisture or 
dust condition is present. He may not be so certain that 
his original idea will work after all. Can he have a day 
to make a study? 

Much of his time until the next visit to this plant will 
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Wholesaler sales managers, 
who have been unusually suc- 
cessful in selling to indus- 
trial plants, emphasize the 
importance of service and the 


right sales approach 


By A. B. CONKLIN, Jr. 


Western Field Editor 
Electrical Wholesaling 


be taken up with re- 
search. Often he will 
employ and reject a num- 
ber of possibilities before 
reaching a __ practical, 
workable solution. 

When he returns to the plant 
and talks with the engineer he 
has, to be somewhat of a diplomat. 
It is his place to remember that 
the engineer there is a smart guy, 
didn’t he graduate from Old 
Siwash Engineering School and 
hasn’t he been on the job a long 
time? 

The salesman has the idea for 
handling the problem, but some 
engineers don’t want to be told 
that the salesman’s method is the 
only way. The idea will be well 
received if it comes as a sugges- 
tion. He may concur more 
readily than if bluntly told how it 
should be done. 

Then he will want to know when he can get delivery 
so plans can be made for the job. Here again, it is the 
opinion of successful salesmen that delivery must be made 
when promised. Changeovers in equipment cost the 
industrials money and they don’t want the costs to mount 
unnecessarily from delayed production due to late ship- 
ments. 

Another fact frequently mentioned by wholesalers’ 
sales managers was that it is not only ethical, but far 
more profitable in the long run to sell only to those 
plants maintaining their own electrical departments. Con- 
tractors soon learn of the industrials who buy direct from 
wholesalers. They also know whether or not these par- 
ticular industrials deserve discounts from wholesaters. 
Since the contractor provides the wholesaler with much 
of his bread and butter, it is only common sense to play 
ball with him. 





in was also generally agreed that materials going to 
manufacturing plants should be of the best possible 
quality. The purchasing agent will usually dicker over 
the price, but not to such an extent as to buy materials 
that won’t hold up, therefore causing plant shutdowns. 
The superintendent, chief electrician or foreman of 
maintenance will see to that. 

The plant electrician isn’t always infallible, sometimes 
he specifies the wrong material. One wholesaler told of 
filling an order for a certain length of specified cord. 


ELECTRICAL WHOLESALING — December 1936 








A short time later he received a call from the factory for 
the same length of cord, but of a different type. Not 
many weeks passed before he received another call and 
was told that the cords weren’t worth a tinker’s dam. 
The salesman jumped into his car and went to the factory 
to learn how and where the cord was used. He saw that 
an oil condition was present which had never been men- 
tioned. This time he sent over a special type of cord 
impervious to oil which proved satisfactory and pleased 
his customer. The salesman had demonstrated that he 
knew the answer. 

It has often been said that a salesman should snoop 
around a plant, questioning underlings about materials 
and where they were bought. This practice has been 
generally debunked because the fellows in authority soon 
learn of the salesman with the “Holmes complex” and 
resent the activities of the 
amateur sleuth. 


spots of his line thereby taking a minimum oi time. Then 
to get a committment from the prospect he asks, “Mr. 
Meyer, have I given you all the information you wanted ?” 

If the salesman has brought out in his introduction just 
enough information to interest the prospect, the latter 
may say, “No, I want to know something more about this 
feature.” 

Right there is the salesman’s signal to go ahead into 
complete details, and by request, too. The question causes 
no harm even if the prospect doesn’t react in the “proper 
spirit,” and there is always that chance he will say, “Go 
ahead with your story.” 

Although the average wholesale house does not adver- 
tise directly to industrials it was learned that the use of 
manufacturers advertisements is a satisfactory promo- 
tional activity. One wholesaler orders enough reprints of 

his manufacturers’ advertise- 
ments to reach all his indus- 








In many plants the several 
departments send their requi- 
sitions direct to the purchas- 
ing agent, thereby making it 
difficult for the salesman to 


reach the operating heads. swers.” 


One salesman, not always 2. The salesman must be prepared to 


satisfied with the size of these 
hand-out orders, has been 
fairly successful in getting be- 
yond the purchasing agent. ment. 


He says, “I realize, Mr. 4. Suggest to the plant engineer, don’t 


McOsker, that this is rather 
a detail, but I want to know 
where one of these items is 
to be used. Would you mind 


tell him. 


man who originally specified 
this item?’ Frequently the 
purchasing agent will provide 


the name, thereby offering manufacturers. 


the salesman an opportunity 8. Maintain a file of directories, and 
don’t dispose of them simply because 
they are “dated.” 


to do a real sales job. 

As in the case of selling 
any other class of trade, 
alertness may add further 


8 Pointers For Industrial Salesmen 


1. The salesman must “know the an- 


analyze the requirements. 
3. Industrials want only the best equip- 


5. Sell only to those plants that maintain 
electrical departments. 

telling me the name of the 6. Keep someone in the office who can 
answer phone calls intelligently. 

7. Study all new equipment offered by 


trial accounts and prospects. 
The name of the wholesale 
house is either imprinted on 
the ad or carried on an at- 
tached letter. 

Industrials demand prompt 
service. For this reason one 
sales manager insists upon 
having someone in the office 
at all times who can answer 
phone calls __ intelligently. 
“When a customer phones 
for information he wants it 
at once,” he explained, “un- 
less someone is present who 
can give him the answers, he 
is liable to phone one of our 
competitors, get his answer, 
and we may lose a customer.” 

Salesmen, this industrial 
business is desirable for sev- 
eral potent reasons. First, 
there is a large dollar vol- 
ume of electrical equipment 
bought annually by the in- 
dustrials of your territory. 








items to the order book. Cited 
was the case of a salesman 
who had already sold a large portion of the materials for 
a plant addition. He learned from the purchasing agent 
that the order for the lighting units was promised to an- 
other house. He further learned that the proposed fix- 
ture deal included glass globes, to be used below sky- 
lights that would be open much of the time. He saun- 
tered up to the superintendent and wondered if that 
gentleman realized that rain or melting snow might trickle 
down on those warm glass globes and crack them. 

The superintendent replied that it was a far-fetched 
possibility, but what could the salesman suggest? The 
salesman had a suggestion. He described a unit that he 
would recommend for this particular installation, one with 
a metal top, glass bottom and best of all, a unit that was 
less expensive. He proceeded to go into greater detail 
and walked out with the order. 

It has been the practise of one salesman, when talking 
with the fidgety type of prospect, to hit only the high 
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Second, each order totals a 
relatively high figure. And, 
third, selling, shipping and collection costs on each order 
are less costly than in selling the small account. The 
business is there and, through close cooperation with 
your manufacturers‘ representatives, you will learn more 
of the industrial uses of their lines and the amount of 
your commission checks will climb at a surprising rate. 

Industrial plants- have been heavy purchasers of elec- 
trical goods in recent months. There is every indication 
that their purchases will be even larger next year. 
Substantial appropriations for modernization and expan- 
sion have recently been announced by a large number of 
industrials. While part of this money will go for new 
buildings, much of it will be spent for new equipment. 
New equipment invariably means re-wiring or additional 
wiring, motor control, and very frequently new and 
improved lighting. 

The salesmen who secure this business will be those 
who know their lines and use the right sales methods. 
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Type of Appliance Influences 
Importance of Retail Outlets 


Survey of over 4700 Cincinnati homes, made by Parent- 
Teacher Associations for the Cincinnati Post, includes 


information on where electric appliances were purchased 


ELECTRIC REFRIGERATORS 
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Milecaukee Combats 


Appliance Sales Through Industrials 


Wisconsin Radio, Refrigeration and Appliance Association directs to key 
industrial executives a vigorous attack on promiscuous buying for em- 
ployees by their purchasing agents. Non-electrical groups join campaign 


IRST organized 
Fieve: 15 years ago, 
the Wisconsin Radio, 
Refrigeration and Appli- 
ance Association is com- 
posed of wholesalers, 
specialty distributors and 
appliance dealers. Hereto- 
fore its activities have 
been largely promotional, 
including cooperative re- 
frigerator advertising in 
local newspapers, also an 
annual radio and appli- 
ance show held in the 
Milwaukee auditorium. 
About a year ago dealer members began complaining 
of the volume of business they were losing because indus- 
trial purchasing agents were buying radios and appliances 
for their employees at wholesale prices. 
Frank Greusel, president of the Association, and H. L. 
Ashworth, executive secretary, undertook an investiga- 





H. L. Ashworth 


tion. They discovered that the dealers had just cause 


for complaint. This trade evil had long existed but— 
while group buying through industrial plants and other 
cooperative channels had accounted for about 10 per 
cent of all consumer purchases in Milwaukee back in 
1929—it was found to comprise 20 per cent of total 
consumer purchases today. 

How could the Association remedy the situation? Ob- 
viously, the dealers were powerless because it was the 
wholesalers who were taking the business. The whole- 
salers, however, were enjoying valuable supply business 
from the industrials. They were afraid to jeopardize 
this volume by refusing to accept appliance orders which, 
they believed, some competitor would accept and thereby 
take away their supply business, too. 

So it was decided to direct the attack to the top execu- 
tives of some 200 Milwaukee industrial plants, to the 
men having the authority to “crack down” on their own 
purchasing departments. 

Accordingly, in September, a barrage of carefully 
prepared letters was launched. The first was a “teaser”: 


“,. and‘so hundreds of merchants closed their doors because 


they ‘just couldn’t keep on.’ 
“And the community as a whole suffered. Big factories and 
industries, because of the inevitable cycle of business, suffered 
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along with the little fellow. 
“Tt all came about because 
of an earnest effort on the 
part of the industrialist to be 
a ‘good fellow.’ 
“ . , and in due course 
of time it threatened to’ ‘kick 


back’ . . . a sort of ‘dite 
the hand that’s feeding you’ 
proposition. 


“It grew to such proportions 
that the leaders in the vari- 
ous industries, the civic 
minded folk, and the Cham- 
ber of Commerce organiza- 
tions took notice and sat up 
nights figuring a_ possible 





solution. F. W. Greusel 
“You 
“have that solution in the 
palm of your hand. We’ll tell you more about it . . . later.” 


“P.S. We sent you Page 2 intentionally—Page 1 will come 
later.” 


Five days afterwards: 


“A few days ago 

“we sent you Page 2 of a rather alarming letter. 

“We did that purposely to impress you with the seriousness 
of a situation that is slowly but surely ‘squeezing out’ thousands 
of merchants throughout the land. 

“And right here in the Milwaukee area an increasing num- 
ber of merchants are feeling the pinch of competition resulting 
from the fact that thousands of employees of great industrial 
plants are “buying at wholesale” through their employer’s pur- 
chasing department. 

“This organization appreciates the altruistic motive that 
prompts and permits such practices. 

“Yet, viewed in a broad, constructive, civic light, that same 
altruism, which sooner or later results in closing up these vari- 
ous merchants who cannot possibly compete on that basis, re- 
verts back to unemployment, bankruptcy and the other attendant 
evils which add to your tax and relief problems. 

“Surely .. . that condition merits your attention and a closer 
study of the economic reactions of such a policy. 

“Won't you kindly give this some thought?” 


From later letters: 


“At a recent meeting of our organization... . 

“several members (small as well as large merchants) got up 
to complain bitterly about a form of cooperative buying at 
‘wholesale’ that, if continued, will cause them to go out of 
business. 

“They mentioned names. . 

“big industries, whose employees were buying everything from 
foods to refrigerators at wholesale. 

“Not one .. . but dozens of plants throughout the city, were, 
in the most kindly spirit. helping their employees procure these 
vital necessities at a price that leaves the independent merchants 
‘out in the cold.’ (Continued on page 24) 
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Are Wholesalers Under-Insured? 


Although the typical electrical wholesaling business is subject to 28 


insurable risks, the average firm carries insurance on only six. Many 


concerns express unfamiliarity with the newer forms of coverage 


N an effort to develop a practical yardstick by which 

insurance companies could measure the insurance 

needs of all types of business establishments, the 
McGraw-Hill Publishing Co. recently completed a sur- 
vey of representative concerns in 72 cities, located in 15 
different states. 

Among the firms interviewed were 48 electrical whole- 
salers, and the extent to which these firms are protected 
by insurance is shown on the opposite page. While most 
companies were found to be covered on fire, workmen’s 
compensation, automobile, and public liability, there are 
many other forms of insurance which the average whole- 
saler apparently does not carry. 

The survey revealed at least 28 specific risks to which 
the typical electrical wholesaler is subject, and yet over 
half of the wholesalers interviewed stated that they were 
covered on not more than six. This relatively low cov- 
erage, which is by no means peculiar to the electrical 
wholesaling field, is very largely due to unfamiliarity 
with the various forms of insurance now available, also 
to a lack of appreciation of the possibilities of reducing 
costs through broader insurance protection. 

In view of this situation, which is clearly indicated in 
the accompanying chart, the following brief description 
of the wholesaler’s insurable risks should be of interest. 


ACCIDENTAL DEATH AND DISMEMBERMENT. Group in- 
surance, paid for jointly by employer and employees. 


ACCIDENT AND HEALTH. Group insurance, paid for 
jointly by employer and employees. 


AUTOMOBILE CoLLIsion. Damage to the insured auto- 
mobile resulting from collision with another object or 
from an upset. 


AUTOMOBILE FriRE, THEFT AND TorNaApo. Loss or 
damage to the insured automobile as the result of fire, 
lightning, transportation; theft, robbery or pilferage of 
automobile or accessories; windstorm, tornado or 
earthquake. 


AUTOMOBILE LIABILITY AND PROPERTY DAMAGE. Pro- 
tection against claims for personal injuries sustained by 
others, and damages to property of others, due to opera- 
tion of the insured automobile. NoN-oWNERSHIP LIA- 
BILITY insurance covers the assured’s liability for acci- 
dents involving an automobile, not owned by the assured, 
but used in the assured’s business. 


BorLer ExpLosion. Covers both direct damage to prop- 


erty and liability for bodily injuries or death resulting 
from the explosion of a steam boiler. 
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Burciary. Loss of merchandise, furniture or fixtures 
resulting from forced entrance by burglars, and for 
property damage loss (except plate glass) resulting from 
the burglary. 


CLosEp CorPoRATION or STocK RETIREMENT. Insur- 
ance on the life of a stockholder in a closed corporation 
to provide funds for the-retirement of corporation stock 
held by him. 


Crepit InsurANCE. Covers possible loss from accounts 
which do not pay their bills. 


Fipe.ity. Protection to the employer against losses 
due to dishonesty of employees, such as cashiers, ac- 
countants, and others occupying positions of trust. 


Fire. Direct loss or damage to property sustained by 
fire, including lightning. 


Group Lire: A blanket policy providing life insurance 
for employees, and paid for jointly by employers and 
employees. 


HosPITALizATION. Group insurance, paid jointly by em- 
ployer and employees. 


Key Men. Life insurance on executives payable to the 
employer, which provides working capital to carry on 
the business until necessary readjustments are completed. 


Loss OF RENTAL VALUE and Loss or LEASEHOLD 
Vatue. Reimburses the property owner for loss of rent, 
and reimburses the tenant for any increase in rent he may 
be forced to pay elsewhere, as a result of fire. 


MacuINery. Damage to machinery from exploding boil- 
ers or other causes. 


ParTNERSHIP. Another form of business life insurance 
to cover the breaking up of partnerships on the loss of a 
partner. 


PENSION PLAN. Group insurance paid for jointly by 
employer and employees. 


PLaTe Grass. Replacement of, or reimbursement for, 
the breaking of plate glass, due to any cause. 


PRoPpERTY DAMAGE AND COLLIsIon (other than automo- 
bile). Includes such risks as packing cases falling off a 
truck, damage to property from fumes of a chemical 
plant, etc. 


Pusiic Lrasiiity. Possible injury to people other 
than executives and employees, such as visiting sales- 
men and delivery men employed by others. 

(Continued on page 24) 
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Fire 

Workmen's Compensaition 

Auto Liability & Property Damage 
Auto, Fire, Theft, Tornado 

Public Liability 

Auto Collision 

Burglary 

Plate Glass 

Shipments Lost or Damaged in Transit 
Sprinkler Leakage 

Fidelity (Employee Dishonesty) 
Group Life 

Surety 

Property Damage and Collision 
Windstorm, Tornado, Flood 
Boiler Explosion 

Closed Corp.or Stock Retirement 
Use and Occupaincy 

Accident and Health 

Key Men 

Riots, Strikes, Civil Commotion 
Partnership 

Machinery 

Hospitalization 

Acc. Death and Dismemberment 
Credit Insurance 

Pension Plan 


Loss of Rental Value 





31.3 


29.2 


29.2 


29.2 


22.9 


20.8 


188 


16.7 


16.7 


14.6 


12.5 


12.5 


10.4 


10.4 


8.3 


8.3 


6.3 


4.2 


2.1 


979 
95.8 


87.5 


68.8 


66.7 


4719 


45.8 


Percentage of 
Electrical Wholesaling 
Firms 
Carrying 
Various Types 
of 


Insurance 
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MEN YOU SHOULD KNOW 





* G. W. HENZEL 


President, E. S. & E. Co. 


IVE minutes conversation 

across a desk on a busy after- 

noon, and you feel that you 
have discovered “what manner of 
man” is G., W. Henzel. Every word, 
every gesture, is a key, unlocking 
the character that lies behind. 

Aggressive, in the best meaning 
of that overworked term; keen, 
earnest and sincere — these, prob- 
ably, are his outstanding qualities. 
While he talks, he is rarely still, a 
sample of that unfailing energy 
which he gives to every job. He 
looks at you with eyes that are 
steady and penetrating and frank. 
He tells you that there are no se- 
crets in his business and you believe 
him, 

Such is a thumbnail impression of 
this young wholesaling executive, 
whose first contact with the elec- 
trical business was as errand boy 
with the Havens Electric Co. That 
was back in 1910, when the Havens 
organization was in the contracting 
business. By 1916, he had pro- 
gressed through the office to a posi- 
tion as traveling salesman. 

Then Mr. Henzel made the con- 
nection that was eventually to lead 
to his present position. He con- 
vinced the officials of the Electric 
Supply & Equipment Co., a Hart- 
ford concern with an Albany branch, 
that he could bring in the business. 
So they gave him a chance on the 
road, and within the course of a 
year he had succeeded so well that 
he was sent to Scranton to open a 
new branch. He carried on there 
as salesman until the manager de- 
parted for war duty. Five months 
later, he was rewarded for his suc- 
cessful work with his first executive 
post—the appointment as manager. 

But Scranton was not to keep 
young Henzel for long. His work 
in organizing the branch and build- 
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Albany, N. Y. 


From Ace Salesman To 


ing volume was well 
known and well ap- 
preciated in the home 
office. Within two 
years he was called on 
for some more pio- 
neering work. This 
time it took him to 
Reading where he was 
again given the job of 
organizing a new 
house. 

For six years, he 
carried on there as 
manager, doing such 
a good job of it that Westinghouse 
Supply bought out the business. 
This development, however, was to 
serve merely as another stepping 
stone to Manager Henzel. He was 
immediately transferred back to Al- 
bany, the scene of his first success 
with the company. But this time 
he walked in the door as the head 
man. 


NOTHER five years at this job 
and Mr. Henzel decided it was 
time to take fate in his own hands. 
On January 1, 1930, in association 
with R. G. Powers, he bought out 
the branch, and was launched in his 
own business. Mr. Powers was 
purchasing agent for the Electric 
Supply & Equipment Co. The 
name was changed to E. S. & E. Co. 
Salesmen of the branch were given 
the opportunity to participate in the 
company with a stock interest. 
Although the lean years were al- 
ready at hand, the new organization 
enjoyed an outstanding year during 
1930. And then the depression 
struck in full force. There can be 
no greater testimonial to Mr. Hen- 
zel’s business ability than his record 
of leading his young company 
through this trying period with few 
scars. In this job he had the able 


Outstanding Executive 


Selling was Greg Henzel’s ambition when 
he entered the electrical field as an errand 
boy 26 years ago. Since that time, he has 
not only proved himself to be a born sales- 
man, but has made an enviable record as 
head of his own company. 
exacting duties, he has been a tireless 
worker for cooperation among the trade 


Despite his 


help of Mr. Powers and his sales- 
men-partners. Today the company 
is one of the leading wholesalers in 
New York’s capitol city, with a 
four-story home in wholesaler’s row 
on Broadway. 

Greg Henzel is serious about this 
idea of “no secrets in his business.” 
During the course of the interview, 
a competitor called on the phone re- 
garding some business problem. He 
was answered frankly and com- 
pletely with some practical sugges- 
tions drawn from Mr. Henzel’s own 
experience. This attitude is carried 
into the meetings of the Albany 
wholesalers. There you will find 
unusually open discussion and a 
real attempt to be mutually helpful. 
There would be no one to deny that 
Greg Henzel played an important 
part in developing this spirit of con- 
fidence and good will. He is one of 
those comparatively rare mortals 
who not only talks about coopera- 
tion but makes a habit of practic- 
ing it. 
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COVERED NEUTRAL 
NON-METALLIC ARMORED 


WIRING 
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LIGHTER WEIGHT Tinne 
Wire 
laid. 
Easier to lug and lift! Simpler stock-keeping, sim- 
pler trucking and time saving handling on the job. Close 
Yet tough, abrasion resistant and able to “take it” cotton 
—any time. twine 
tects | 


Free 
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SMALLER DIAMETER GREATER FLEXIBILITY 








Simplifies work in close quarters. You can install 
more outlets per man per day—and make more 
profit. Smooth surface speeds up pulling in the : 


¥Y_ in. for 14 gauge, 2 conductor! Small holes to 
bore —a small wire to fish. 


cable, too! 


| 
Sales Offices: ATLANTA + BOSTON * BUFFALO + CHICAGO + CLEVELAND + DALLAS * DETROIT + LOS ANGELEBEW YC 
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Wiring fOr sAmericas omes 
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CNX- the new SMALL DIAMETER house 
wiring material— appears on the business 
scene at the psychological moment. A house 
building boom is under way, the ideal market 
for CNX. It now makes more jobs for the con- 
tractor and is EASY FOR YOU TO SELL. Tests 
have already been made and CNX has official 


UNDERWRITERS’ APPROVAL 
For Trial Installations 


Many types of houses have been wired. Its 
ideal adaptability to the farm wiring program 

has been established. Installation work will be 
= at aaa ee profitable. The complete system is standard- 
Saeed Case ized. Standard boxes, connectors and fitting 
| devices are available. 





<i 
- ; 





Tough, outer 
braid covering, 
impregnated with 
a moisture and 
flame-resistant 
saturant — mica 
finish. 


SAVORS PrN 


=> | 
ifs 


As 


Laminated kraft 
paper armor 
sheath effectively 
protects conduc- 
tors. 


>. 
IN 
an” iad 
ef 
oe 
Ae 
2% 
gf *# 


Uninsulated 


Wires, spirally 
laid. 


em Ae» RR 


Closely woven 


cotton and paper } Ask for a copy of booklet ‘‘In- 

twine braid pro- structions for the Use of CN X.” 

tects insulation. 3—COND. 

Free - stripping, 

full diameter, A BUSINESS BUILDER FOR THE JOBBER 
Code grade rub- 

ber insulation. - ...and, because of the General Cable 
Tinned Copper J all-time policy of jobber cooperation, a 
Conductor, solid | , y : ‘ ° 

or stranded, de- | business builder in which you will have 


pending on 


a full measure of support. Our plants, 





beans warehouses, stock control system and in- 
telligent cooperation are squarely be- 
2—COND. af 
v hind you. 
ELEMEW YORK ° PHILADELPHIA + PITTSBURGH + ROME + SAN FRANCISCO - ST. LOUIS * SEATTLE * WASHINGTON, D.C. 
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Shipping Aids 


Above—A chute, (indicated by ar- 
row) platform and truck space 
eliminate unnecessary steps at 
Moock Electric Supply Co., Akron, 
Ohio. Orders coming down chute 
can be lifted directly on truck or 
placed on platform for later deli- 
very. 


Fire Protection 


Above right—At the H. I. Sackett 
Electric Co., Buffalo, the cover of 
the excelsior bin is held open by 
a sash weight. In the event of fire, 
a fusible link, (in circle) mounted 
on the inside of the cover, lets go, 
disconnecting the weight. The 
cover then drops down, closing 
the bin and smothering the blaze. 
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Announcing System 


Left—Right behind the counter in 
the warehouse of the Requa Elec- 
trical Supply Corp. Rochester, 
N. Y., is a microphone through 
which counter men can give orders 
to the shipping room, the second 
floor warehouse, and the basement 
warehouse. This speeds up service 
materially. 

Right—This loud speaker (in cir- 
cle) brings the instructions to the 
basement. Installed close to the 
ceiling, it is out of danger of dam- 
age. 


Practical 





Warehouse 


Methods 


























































Illuminated Catalogs 


Left—Catalogs are handy in the 
office of the General Electric Sup- 
ply Corp., Youngstown, O. Top 
and bottom shelves of an ordinary 
steel bookcase are filled with the 
general run of manufacturers’ 
catalogs. An open catalog rack 
occupies the center, tilted at an 
angle to make reading easy, and 
lighted by two 12 in. lumiline 
units. A telephone is attached to 
the cabinet so that the desired 
information can be given directly 
to customers without going back 
and forth to the phone. 




















The Editor’s Page 





Farm Coops. “Cooperative Business Enterprises 
Operated by Consumers,” a report of the Domestic 
Distribution Committee of the Chamber of Commerce 
of the United States, Washington, D C., deserves care- 
ful reading by every wholesaler whose dealers are 
threatened with the farm cooperative movement. Single 
copies will be sent without charge upon request. 

This 34-page booklet, published in October, sketches 
the origin and growth of cooperatives in both Europe 
and the United States, tells how such enterprises are 
already being fostered in this country by governmental 
action, and arrives at this conclusion: “The committee 
is of the opinion that it is improper for governmental 
agencies to extend preferential treatment, as through 
tax exemptions or financing, to consumers’ cooperative 
enterprises, since such enterprises are but another form 
of competitive force seeking to win the support and 
patronage of the American consumer. The committee 
believes that consumers’ cooperatives should be re- 
quired to progress on the basis of their own merits.” 

Further evidence is to be found in Nation’s Business 
for October that Administration leaders are definitely 
fostering the development of cooperatives through Fed- 
eral aid. Latest Washington reports, written after the 
election, state that the President “would like to build 
up cooperatives through government loans, but policy 
has not yet jelled.” 

This direct threat to retail merchants and their sup- 
pliers can be met only by arousing public opinion to 
the unfairness of such loans and by organized opposi- 
tion directed to their individual Congressmen by local 
trade groups. 


Trade Shows. Some manufacturers are concerned 
over the demands being made upon them to contribute 
to and participate in local trade shows. Other manu- 
facturers, usually those with a limited number of dis- 
tributors who handle no parallel lines, state that they 
consider such shows, properly conducted, to be an ex- 
cellent and economical method of sales promotion. 

Both groups agree that a trade show should be ex- 
actly what the name implies—a show for the trade only, 
not for the public. They further agree that it should 
be either a dealer show or an industrial show, not a 
combined show for both trade groups. Dealers are not 
interested in wiring materials and industrial equipment. 
Plant engineers, maintenance men and contractors are 
not interested in appliances, except for their personal 
use, and the inclusion of appliances only detracts from 
the attention which they give to the supply lines. 

Cooperative trade shows, usually sponsored by local 
manufacturers’ representatives, have proved successful 
in Boston, Chicago, Kansas City and other cities. They 
afford the industrial buyer an opportunity to compare 
the relative merits of competing manufacturers. This 
type of show, properly conducted, is invariably suc- 
cessful and frequently self-supporting. 
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In addition, more and more wholesalers are putting 
on shows of their own. Some are serious business 
affairs, held during business hours, that bring closer 
relations with customers and actually produce orders. 
Others turn into jamborees with customers giving but 
scant attention to the exhibits which the manufacturers 
have prepared and set up, usually in addition to a cash 
contribution. 

Too many individual shows, improperly managed, 
will cause more manufacturers to “go sour” on this 
method of sales promotion. 


Protecting Dealers. Wholesalers, particularly those 
handling appliance lines, have long been bedeviled by 
industrial purchasing agents demanding trade discounts 
on appliances and radio sets bought for the personal 
use of their executives and employees. Some indus- 
trials have even gone so far as to post notices on the 
bulletin boards throughout their plants, offering to pur- 
chase electrical and other lines. 

Dealer groups in various cities have made spasmodic 
attempts to correct the situation by appealing to the 
wholesaler. In Chicago, the radio and specialty dealers 
recently combined with furniture and department stores 
in such an appeal. Wholesalers replied that they were 
most sympathetic to the plight of the retailers, but they 
very properly pointed out that, should the wholesalers 
extend their cooperation and in so doing possibly 
jeopardize valuable supply business, they were cer- 
tainly entitled to recognition by those dealers (princi- 
pally department stores) who were not buying from 
local distributors. As this is written, no such as- 
surances of cooperation have been forthcoming from 
the dealers, and there the matter lies. 

In Milwaukee, a trade group, composed of both dis- 
tributors and dealers, has tackled the problem from a 
different angle. Supported by the local Chamber of 
Commerce and other organizations, they have gone di- 
rectly to the top executives of the offending industrial 
plants. How this plan of attack has produced imme- 
diate results is described on page 13. How permanent 
and far reaching these results will be depends, of course, 
upon how aggressively the campaign is followed up. 

The Milwaukee trade has apparently found the logi- 
cal approach to the solution of this serious trade evil. 


Chiselers. The Robinson-Patman Act provides an 
excellent defense against the chiseling buyer who is gun- 
ning for an inside price, especially for the wholesaler 
who crosses state lines. Shortly after this law took 
effect, a prominent radio and appliance distributor 
adopted a rigid one-price policy. All spiffs and inside 
deals were positively ruled out. Salesmen were told that 
all accounts must be treated on exactly the same basis, 
that their pleas for special concessions to particular ac- 
counts would hereafter be useless. 

The only exceptions to the one-price-for-all policy are 
a very few large house accounts. These receive a dif- 
ferential equal to the savings in selling cost as proven by 
actual bookkeeping, which is permissible under the R-P 
Act. 

Results—far less headaches for the boss, and greater 
confidence among the dealers. 
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Sweeping Reforms Proposed 
By Radio Manufacturers 


Proposed trade practice rules for makers of radio sets eliminate 
“spiffs,” cruises and other trade evils 


RIZES, “spiffs”’, “push money”, 

bonuses, and also cruises will be 
among the evils in radio merchandising 
which will be ended, under a new pro- 
gram adopted by the Radio Manufactur- 
ers Association and formally submitted 
to the Federal Trade Commission. The 
plan, which furnishes a valuable prece- 
dent for other industries to deal with 
similar merchandising evils, will also be 
supported in part by the new Robinson- 
Patman Act. 

The initiative and leadership in the 
program for cleaning up radio set mer- 
chandising was begun several months 
ago by Commander E. F. McDonald, 
Jr., of Chicago, chairman of the Fair 
Trade Practice Committee of RMA. 
The plan already has the unanimous 
endorsement of most leading set manu- 
facturers and also has been tentatively 
approved by government officials at 
Washington. A major feature is a new 
rule of fair trade practice which pro- 
vides: 

“Rule 3—The granting or giving or 
promising to grant or give by manufac- 
turers in the industry, directly or in- 
directly, to employees of retail sales 
outlets selling competitive lines of radio 
merchandise, of commissions, bonuses, 
premiums, prizes, “spiffs”, “push 
money”, gratuities, privileges or any- 
thing of value in any form whatsoever, 
in consideration of the said employee’s 
influencing the retail purchase of indus- 
try products manufactured by the 
grantor or donor, whether or not the 
same shall expressly be granted or given 
for that purpose, to the extent that such 
practice has a tendency and effect of im- 
properly influencing and deceiving the 
buying or consuming public by reason 
of the fact that the purchaser is not 
aware of such subsidy or consideration 
and expects the retail employee to be 
unbiased, impartial and free from any 
such influence as between different mer- 
chandise sold by him, is an unfair trade 
practice.” 

Cruises, although not specifically 
named, are construed to be included in 
the proposed rule and it is reported 
that one leading set maker already has 
cancelled plans for a proposed cruise 
party at a cost to the company of about 
$20,000. Other leading companies are 
abandoning plans for similar cruises. 

While the proposed new trade prac- 
tice rule applies only to action of manu- 
facturers and extends only to radio re- 
tail salesmen, wider effect, specifically 
on radio distributors, will be attained 
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through supplementary action’ of set 
manufacturers. A _ separate contract, 
which has already been signed by a 
large number of leading companies, pro- 
vides that they will “use all lawful 
means” under their control to prevent 
their distributors from violating, either 
in letter or in spirit, the proposed trade 
practice rule and prevent distributors 
from granting the prohibited premiums, 
prizes, “spiffs”, etc., to retail salesmen 
handling competitive sets. 

For enforcement of the provision of 
the separate agreement of manufactur- 
ers affecting their distributors, action 
would be had under the jurisidiction ot 
the Federal Trade Commission upon 
complaint of alleged unfair competition. 

With the merchandise reform plan 
thus effective on manufacturers, retail 
salesmen and also jobbers, the Robin- 
son-Patman Act will re-enforce the 
merchandising program so far as deal- 
ers are concerned. The Robinson-Pat- 
man Act requires the manufacturer to 
make available to all competitive deal- 
ers any dealer allowance which he 
makes available to all. This will spe- 
cially meet the situation regarding 
cruises as manufacturers would be re- 
quired to extend the privilege of cruises 
to all dealers. 

Companies which have unanimously 
endorsed the entire RMA merchandising 
program include: Automatic Radio Mfg. 
Co., Crosley Radio Corp., Electrical 
Research Laboratories, Inc., Emerson 
Radio & Phonograph Corp., Fairbanks, 
Morse & Co., General Electric Co., 
Hammarlund Mfg. Co., Noblitt-Sparks 
Industries, Philadelphia Storage Bat- 


tery Co., Pilot Radio Co., RCA Mfg. 
Co., Sparks-Withington Co., Strom- 
berg-Carlson Telephone Mfg. Co., 
United American Bosch Corp., and 
Zenith Radio Corp. 

Additional set makers are expected to 
adopt the program. 

A number of leading manufacturers 
are also instituting separate merchan- 
dising reforms relating to advertising 
allowances, since anti-trust and other 
laws do not permit definite, binding and 
concerted action among manufacturers 
regarding advertising allowances. It is 
understood that several leading set 
companies are adopting advertising 
policies which will result in tremendous 
improvement in future radio merchan- 
dising practices. For instance, it is 
reported that several leading companies 
will,require a minimum contribution of 
50 per cent by dealers in cooperative 
advertising. It is also understood that 
some set companies will hold the adver- 
tising allowances to their distributors to 
between two and three percent. 


Morrow Leaves “Electrical 
World,” Joins Corning Glass 


Leslié W. W. Morrow, for the past 
ten years editor of Electrical World 
has been appointed general manager of 
the new Fibre Products Division of the 
Corning Glass Works, Corning, N. Y. 
Mr. Morrow resigned from the Mc- 
Graw-Hill Co., last month to assume 
the duties of his new assignment. The 
Fibre Products Division, new division 
of the Corning Glass Works, has been 
in operation only since May of the 
present year. An entire new factory, 
equipped with the new glass walls in- 
stead of windows, has been built at 
Corning to accommodate the work of 
this division. Already fibrous glass is 
widely used as a heat insulator for 
buildings, ships, and mechanical re- 
frigerators, but its unusual chemical 
and physical characteristics suggest in- 
finite applications for both home and 
industry. 











+ With Supply Lines Booming, it looks like the best year in the history 


of this Graybar branch, in the opinion of this group of employees in 


Tacoma, Wash. 


Beginning at the left: 


E. C. McEachron, city desk; 


Bob Fewell and Bud Gillespie, warehouse; Earl Hoff, salesman. 
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Announcing! 


A New Publishing Service Designed to Meet 
A Real Need in the Industry 


ELECTRICAL WHOLESALING _ will 

carry « new editorial section, to be 
called “The Distributor’s Salesman,’ which 
will be directed specifically to those sales- 
men handling appliances, refrigerators and 
radio. This new editorial service will be 
in addition to the feature articles, editorials, 
and news items which regularly appear in 
this magazine each month. 

Our study of present distribution trends 
has clearly shown the very real need for this 
expansion of our editorial service. Early 
in the depression, building construction and 
industrial activity virtually ceased. Con- 
sumer purchasing power, on the other hand, 

‘maintained a high percentage of its former 
value. Consequently, in order that he might 
survive, the electrical wholesaler built up 
his appliance lines, his sales organizations 
devoted themselves to the development of 
.dealer outlets, and he became a real factor 
in the distribution of all types of electrical 
appliances. 

Today industria] activity is definitely and 
rapidly improving, a tremendous amount of 
new construction lies just ahead, and sales- 
men are again building up their supply vol- 
ume. The demands thus placed upon them 
are further increased by the steady intro- 
duction of new products and by new ap- 
plications of supply and equipment items. 


Pp scents: with the January issue, 


With this improvement in supply sales, 
the wholesaler’s salesman finds it increas- 
ingly difficult to do an intelligent merchan- 
dising job on his appliance lines. Without 
stimulation and guidance, many salesmen 
may be tempted to revert to type, to go 
back to their “bread and butter” supply 
lines and give up the front-line position, 
won by hard work during the depression, 
in the distribution of the so-called mer- 
chandise lines. 

The wholesaler’s salesman should realize 
that he still faces the serious problem of 
keeping abreast of new developments in 
the field of merchandising, which is like- 
wise progressing rapidly. The salesmen 
of electrical specialty distributors are fac- 
ing this same problem. 

Hence “The Distributor’s Salesman,” a 
monthly digest of new methods, new de- 
velopments, new trends in the merchandis- 
ing—by the wholesaler and through the 
dealer—of appliances, radio, and refrigera- 
tors. The resources of our contemporary 
publications will be fully utilized. Both L. 
E. Moffett, editor of Electrical Merchan- 
dising, and O. Fred Rost, editor of Radio 
Retailing, will cooperate with the staff of 
ELECTRICAL WHOLESALING in editing this 
section each month. 

“The Distributor’s Salesman’ will be 
geared to meet a real need in the industry. 


Movatd Ghrkiek_ 


VICE-PRESIDENT 
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PROCTOR iictaic arciances 
" Styled for Series 

7o Graybar Electric Co. ~ 

LOS ANGELES 


Appliances By The Carload arrive 


coast. 


for wholesalers in 
anticipation of a record Christmas business from coast to 
The Los Angeles office of the Graybar Electric 
Co. gets a carload of Proctor appliances. Three thousand 
miles away, another carload arrives for the Geo. H. Wahn 


snail 





Co., Boston. This one brought Nesco Roastmasters. 
welcoming committee included (left to right): William 
Garside, Hollis B. Vaughan and William Boudrot. 
car arriving at Boston contained Royal vacuum cleaners 
for the Edison Co., with Graybar handling the business. 






s 






The 


Another 











Are Wholesalers 
Under-Insured ? 





(Continued from page 14) 


Riots, STRIKES, CiviL COMMOTION. 
Losses from these causes are usually 
the result of labor troubles. 


SHIPMENTS Lost OR DAMAGED IN 
TrANsItT. Loss or damage to goods in 
transit caused by fire, collision, wind- 
storm, and other similar hazards. 


SPRINKLER LEAKAGE. Loss or damage 
to property due to. the accidental dis- 
charge of water from sprinkler sys- 
tems. 


Surety. Bonding of contractors to 
guarantee the completion of a job ac- 
cording to specifications. 


Use and Occupancy. Protection 
against loss of occupancy and enforced 
idleness following a fire. 


WINDSTORM, ToRNADO, F Loop. Loss 
of, or damage to property due to these 
causes. 


WorKMEN’S COMPENSATION. _ Insur- 
ance covering accidents to workmen, 
including medical, surgical and _ hos- 
pital services, as provided by the com- 
pensation law of the state in which 
the assured conducts his operations. 





Milwaukee Attacks 
Group Buying 





(Continued from page 13) 


“Cooperative buying of this type tends 
to impoverish the merchant who is a vital 
part of the civic whole, it tends to dis- 
rupt an economic structure that will even- 
tually make definite inroads into your own 
profits by way of tax and relief burdens. 

“Perhaps that condition does not exist 
in your own industry ... in any event 
may we not have an expression from you. 

“T never thought of it in that light.” 

“This series of letters on the evils of 
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‘wholesale buying’ brought the above re- 
sponse from a big industrialist in this city. 

“Perhaps you too have never given it 
more than a passing thought. 

“Perhaps you too were under the im- 
pression that you were merely doing your 
employees a good turn. 

“But it is a proven fact that this form 
of cooperative buying, if followed to its 
ultimate conclusion, will surely play havoc 
with our whole commercial system. 

“And ... as we have mentioned in our 
previous letters ... it will eventually react 
unfavorably on your own books. 

“As an organization we cannot legally 
ask you to do anything about it... . 

“But unofficially we do want to call 
this grave condition to your attention 
in the hope that you will see the wisdom 
of giving the retailer in this community 
a chance to make a legitimate livelihood 
...a privilege that should be everyone's 
right in this land. 

“You can help check this rapidly grow- 
ing trade evil by correcting the situation 
in your plant, if it exists. Why not have 
a session today with your purchasing 
agent?” 


The final letter contained a personal 
appeal by President Greusel to end “the 
promiscuous buying of merchandise, ap- 
pliances, and supplies of all kinds for 
employees through purchasing depart- 
ments, “The only practical way of 
checking this practice,” he stated, “‘is 
for the responsible heads of our busi- 
ness and industrial institutions to put 
restrictions on their purchasing depart- 
ments.” 

This letter barrage brought a total of 
61 replies from industrial executives, 
assuring their cooperation in the move- 
ment. “You may be sure we are just 
as interested as you are in keeping legi- 
timate merchants in business,” they said. 

The campaign also aroused the inter- 
est and support of the Electric League, 
Electrical Contractors Association, Mil- 
waukee Association of Commerce, and 
the local associations of fuel merchants, 
furniture dealers and retail grocers. 
Representatives of these groups at- 
tended a recent luncheon meeting of the 
WRRAA at which results were reported 
and it was proposed to continue the cam- 
paign with a series of local broadcasts, 
as well as personal follow-ups of offend- 
ing industrial plants. 

Thus is progress being made in a 
territory where the cooperative tide is 
running strong, where a state law was 
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passed last year describing courses in 
cooperative marketing and consumer 
cooperatives in every high and voca- 
tional school. 





Salesmen Should 
Follow Through 





(Continued from page 9) 


“Strangely,” George observes, “many 
wholesalers, if they had sold me a fan 
for example, would remark on seeing 
the order, ‘Well, I guess George has 
sold another ventilation job.’ And at 
that point their thinking would stop. 
They wouldn’t follow through to the 
logical implication of that one fan order 
in terms of more business to them- 
selves.” 

“Above all else,” he says, “the sales- 
man should know his product. He 
should know its functions and how the 
contractor-dealer best can merchandise 
it. It is in this very elementary prin- 
ciple, knowing his product, that the 
wholesaler’s salesman often falls far 
short of his objective.” 

He believes that it is up to whole- 
salers to provide demonstrations for 
their salesmen on all assembled units. 
Then, he contends, armed with complete, 
first hand information, salesmen will be 
able to get their knowledge across to 
the contractor, will have something new 
to offer him, and will be in a position 
to do business. 

“But I was a wholesaler’s salesman 
myself,” he adds. “I can remember my 
own shortcomings. The tendency is 
always to play existing customers, to 
overlook big opportunities in going for 
the easy thing. The tendency is to stop ' 
at the first resistance. 

“The wholesaler too often behaves 
like a golfer whose objective is the next 
green, but whose thought is concen- 
trated on getting off the tee. He can 
use any kind of a swing and get the 
ball off the tee, but his chances of falling 
into a trap are great. In wholesaling, 
as in golf, the rewards go to the fellows 
who will think ahead, and follow 
through.” 

















During the 12 months just ending, Cutler-Hammer 
brought out development after development . .. serv- 
ice and safety switches which performed new func- 
tions, provided new conveniences, set new standards 
of operation and dependability. Such leadership in 
anticipating the ever rising demand for improved 
modern apparatus has resulted in an unprecedented 
demand for Cutler-Hammer merchandise. 


BULLETIN 4142H1 
Waiter Heater Switch 


Set new standards of reliabil- 
ity, safety and appearance. 


BULLETIN 4101 
The Current Breaker 


Standing alone as a safety 
switch for mill duty, the Cur- 
rent Breaker was further im- 
proved by the addition of a very 


tical clamping fuse clip. stallation to an 


astonishing 
degree... par- 
ticularly for 
multiple in- 
stallations. 


Front-operated ‘‘Home Duty”’ Switch 
Notable for the simplicity of 
its construction — works “‘al- 

most without works.” 
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The most important of these achievements are pic- 
tured here below. And the year 1937 will witness 
many more Cutler-Hammer developments, equally 
important, equally advanced ... equal to any de- 
mand of the market. CUTLER-HAMMER, |nc., Pioneer 
Manufacturers of Electric Control Apparatus, 1327 St. 
Paul Avenue, Milwaukee, Wisconsin. 


Se 


BULLETIN 4142H2 


BULLETIN 4140H6 Water Heater Switch 


space, installation costs and labor. 


BULLETIN 4331H2 and H7 
Front-operated 
Entrance Switch 

These two front-operated 

switches also simplify in- 


BULLETIN 4334H15 
Range Switch 
Startling superiorities 
such as: “works” come 
out easily; 4 branch 
circuits; bus tap for 
distribution line; non- 
interchangeable main 
and range-switch pull- 
outs; etc., efc., etc. 








Really combines 2 switches in one, saving 


Index of Business Activity 
im the 


Electrical Wholesaling Trade 


(January, 1935 — 100) 





210 : 170; 
190 1607 
150} 
140} 
150 : ru 1935 - =| 130 ib A 


110, ‘ay, 
110 7’) §N.1935 7 


100—---"™ N s-—” 


! i ! | wl 90 ! | ! L Swe% 1 ! Baal 
J 


i 
"Ieee Feb. Mar. Apr. May June July Aug. Sept.Oct. an. Feb. Mar. Apr. May June July Aug.Sept. Oct. 


INVENTORIES 


170 




















210 150 
190 140 
170 130} 
150 120 
130 110 
110 100 


RECEIVABLES 


— 
—_<—o- 
- 


Me ar 


90 90 3 l rl 1 l | l it re 
Jan. Feb. Mar. Apr. May June July Aug. Sept.Oct. Jan. Feb. Mar. Apr. May June July Aug. Sept.Oct, 


























Summary by Geographical Districts 





Net Sales Inventories Receivables Collections 














TERRITORIES Month of OCTOBER,Compared with 








Sept.,1936| Oct.,1935 Sept, 1936 Oct.,1935 Sept Oct.,1935|Sept.,1936 
3 


North Atlantic e-9 +25 +6 +25 + +21 +2! 





Middle Western +7 +64 +5 +47 +7 +47 +18 +46 





Southern +7 | +53 +62 | +7 +46 | +4 | +49 





Western +23 +37 +6 +15 





Pacific Coast +32 +42 +40 + 1 +26 





NATIONAL AVERAGE +40 +40 +6 +34 +13 +36 
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U.S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
1,798,486 1,410,790 1,536,549 

OTHER PATENTS PENDING 
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ELECTRICAL CONDUCTORS 
SAVES STRIPPING TIME 


4Y, times faster than ordinary code wire 


SAVES JOINING TIME 


Twice as fast as regular code wire 


Ww, 
United States Rubber Company a 4 
United States Rubber Products, Inc., New York, N. Y. a 
Decembe 29 
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Tested Merchandising Ideas 





Christmas Gift Plan 
Sells Refrigerators 


A novel plan for building up orders 
for Spring delivery during the Christmas 
buying season has netted an Indiana 
dealer considerable business on re- 
frigerators during the off season. Fur- 
thermore it has cost him practically 
nothing. 

His advertising around the holiday 
season urges the head of the house or 
the children to give wife or mother, as 
the case may be, a refrigerator for 
Christmas. After the usual arguments 
in favor of giving practical gifts, he 
points out that it can be held for Spring 
delivery. That will bring the box into 
the home at the time that it is needed 
most and defer the cost until after the 
customer has recovered from his other 
Christmas buying. 

In order to seal the bargain, he re- 
quires a 10 dollar deposit. For this ten 
dollars, he gives the purchaser a gift 
certificate for 10 dollars on one of the 
large department stores of the city. This 
acts in effect like a discount for buying 
the refrigerator so early. But the cus- 
tomer feels that they have not only 
bought the refrigerator but still have 
their 10 dollars for other Christmas 
shopping. 

If they back down by Spring on de- 
livery, the dealer is not out anything. 
Very few of them do, however, as the 
act of passing out the 10 dollars and 
their signature on the order gives them 
a sense of having definitely purchased 
the box and so they carry out their 
agreement. 


Service Charges Become 
Down Payments 


This is the time of the year when 
service calls on radio can be most readily 
converted into sales. In order to take 
full advantage of this fact, a radio 
dealer in a medium-sized Eastern city 
has worked out a monthly service plan 
which has been effective. 

The plan calls for monthly check ups 
on the radio at a cost of one dollar each. 
By this method, the dealer guarantees to 
keep the set in working order and 
charges only for the new parts that may 
be required. 

The idea of the plan, of course, is to 
get into the house and get new prospects 
for the sets. As an inducement to pur- 
chase a new radio at some time before 
the year’s service is up, the dealer offers 
to apply the service charges as a down 
payment on a new radio. 

Of course, in addition to giving him 
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Which the 
wholesaler’s 
salesman 
can pass on 


to his dealers 











new leads for set sales, the idea also pro- 
vides him with a profitable parts and 
tube business. 


Free Dinners at Christmas 
Jump Range Sales 


In an attempt to move _ washers, 
ironers or cleaners as Christmas gifts, a 
Massachusetts dealer makes this offer: 
With every purchase of one of these 
items during the month of December, he 
agrees to provide a Christmas dinner for 
six, all cooked and ready to eat. 

The point of the matter is that- the 
dealer also sells cookers and ranges. On 
Christmas Day he maintains a delivery 
service bringing the dinner to the cus- 
tomer, steaming hot in an electric 
cooker. Naturally, he provides literature 
on the cooker along with data on cook- 
ing by the electric range with a side 
note that the food has been prepared on 
one of these ranges. He also gives the 
recipes for the food, the length of time 
that it took to cook it and the approxi- 
mate cost of preparing the meal. 

This idea has a lot of appeal to the 
housewife. It gives her a Christmas 





without the job of preparing a Christmas 
dinner. It has the appeal of novelty as 
well. It has not only helped to move 
some of the major appliances but has 
given the dealer many good leads on 
ranges and cookers which have been 
turned into sales. 


Open Displays Sell 
More Goods 


The tendency to display items in the 
open instead of behind glass or on 
counters where they cannot be reached 
readily. by customers is becoming in- 
creasingly profitable. Particularly at the 
holiday season, people like to touch and 
closely examine merchandise rather than 
allow the eyes to do all of the work. 

Sales figures covering merchandise 
that has been well displayed in the open 
show surprising gains over those cover- 
ing goods that are beyond the reach of 
the customer’s hand. Modern display 
stands are all open, and on eye-level 
height. 

Dealers would do well to follow this 
modern merchandising principle. 


Ashes Under Rug Provide 
Cleaner Demonstration 


An effective little demonstration for 
vacuum cleaners comes from the North- 
west. It consists simply of throwing 
some cigarette ashes under a rug that 
is not too tightly woven. The cleaner 
is run over the rug several times, the 
rug is lifted and the ashes are no more. 
Of course, the salesman must know 
his rug. 








+ Clean-Up Campaign. The Fort Steuben Hotel, Steubenville, Ohio, buys 
a battery of Royal vacuum cleaners, bent on’ maintaining its reputation for 


cleanliness. 


The sale was made by the Robinson Music Co., and: here are 


members of the staff of both the Robinson Co. and the hotel, as delivery 


was made. 
hand in this sale. 


Hamburg Bros., wholesale distributors of Akron, also had a 
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HAZARD 
afpecots BUILDING WIRES 


OWNERS, ARCHITECTS, CONSULTING and 
ELECTRICAL ENGINEERS, and BUILDERS EVERY- 
WHERE SPECIFY HAZARD SAFECOTE BUILDING 
WIRES FOR SAFETY and ENDURANCE 




















Palmolive Building, Chicago. Architects: Chicago Board of Trade Building, Chicago. William Taylor Hotel, San Francisco. Owners: 
Holabird & Root. General Contractors: Architects: Holabird & Root. General Woods-Drury Co. Builders: Cahill Bros. 
Lundoff, Bicknell Co. Electrical Contractors: Contractors: Hegeman-Harris Co. Electrical Architect: Louis P. Hobart. Electrical 


Hatfield Electric Co. 


HAZARD FIREKROME SAFECOTE 


is made with the long enduring Hazard in- 
sulation, covered with Safecote braid and 
has free stripping insulation; easy to handle; 
6 identifying colors; does not become tacky 
or brittle; braid does not bunch up in con- 
duits; lubricated for easy pulling. Hazard 
has been making insulated wire for 38 years, 
and has satisfactorily met every condition of 
service possible in that time. 


Contractors: Henry Newgard & Co. 


Contractors: Latourette -Fical Co. 


HAZARD PERFORMITE SAFECOTE 


combines the highest type of building wire 
insulation with Safecote braid covering. Per- 
formite gives super-performance in aging 
tests, and is tougher and stronger than any 
wire in common use. It is ideal for monu- 
mental buildings, public institutions and large 
residences. The Government uses this super- 
aging type of insulation for Federal buildings 
and other purposes. 


HAZARD INSULATED WirE WorkKS 


Division of The Okonite Company 
WORKS: WILKES-BARRE, PA. 


Detroit Atlanta Seattle Dallas 


Sales Offices: 
New York Chicago Philadelphia | Pittsburgh 
\ 


Buffalo Boston 
San Francisco Los Angeles Washington 
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GE cannot destroy, nor time erase the joys Christmas brings to BUILT A | 
A BY THES! 


the human heart. » » It is good to have confidence in our fellow 
men, and our confidence begets the confidence of others. » » The 
Safecote stamp is a mark of confidence ...a confidence well de- 
served by the product. And so, at this Season, which is so symbolic Clifton Conduit fy 
Collyer Insulated 


of confidence, the manufacturers of Safecote wire wish you good Crescent Insulo 


: é General Cable Htion 
health, prosperity, and confidence throughout the approaching year. General Electriffry 


is no substitute tor 


Ontidence 


ELECTRICAL @ 








U.S. LETTERS PATENT NUMBERS: 
1,635,829 1,772,436 1,765,000 
1,798,486 1,410,790 1,536,549 


| 
RSTED TO SAFECOTE STANDARDS i OTHER PATENTS PENDING 
SHADING WIRE MANUFACTURERS - INSIST UPON GENUINE SAFECOTE 


FOR YOUR PROTECTION 


Habirshaw Cable & Wire Corporation 
Hazard Insulated Wire Works Div.OkoniteCo- 


National Electric Products Corporation 


Paranite Wire & Cable Company 
Providence Insulated Wire Company SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
eee ee ee SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUEST 
Simplex Wire & Cable Company 
Triangle Conduit & Cable Co., Inc. GEORGE C. RICHARDS, LICENSOR'’S AGENT 
United States Rubber Products, Inc. 155 EAST 44th STREET, NEW YORK CITY 





Trade Associations 





Kansas City Trade Show 
Returns A Profit 


Compared with its first Manufac- 
turers’ Industrial Trade Show held last 
year, the 1936 show of the Kansas City 
Electric and Radio Association resulted 
in the sale of 43 spaces compared to 
36, a profit of $95 against a former 
deficit of $138, but a decrease in regis- 
tration from 1200 to 700. 

The show was splendidly publicized 
and the show committee believes the 
decline in attendance indicates that a 
trade show of this kind, in a non-in- 
dustrial city such as Kansas City, 
should be held every other year instead 
of annually. 

The flat price of $15 a space, with 
no extra charges of any kind, brought 
a complete sell-out before the show 
opened. A total of 38 manufacturers 
and nine wholesalers participated in the 
two-day exhibit, which was held at the 
Hotel President. 


Boston Manufacturers’ Men 


Elect Officers For 1937 


At a recent meeting of the Electrical 
Manufacturers’ Representatives’ Club 
of New England, held at the Engineers 
Club, Boston, and presided over by Wil- 
liam Etzel, retiring president, the fol- 
lowing officers were elected for the en- 
suing year: Richard P. Taylor, Square 
D Co., president; W. V. Haynes, vice- 
president; Charles D. White, treasurer, 
and Harry MacDonald, secretary. 


RMA To Sponsor Trade Shows 
For Parts and Tube Makers 


In the interest of radio parts and 
accessory companies, and also tube 
manufacturers, sponsorship in 1937 of 
two trade shows, in Chicago and New 
York, possibly in unison with the In- 
stitute of Radio Service Men and the 
Institute of Radio Engineers, has been 
authorized by the Radio Mfrs. Associa- 
tion. 


Underwriters’ Laboratories 
Are Reorganized 


To clarify its position as a non-profit 
service corporation, Underwriters’ 
Laboratories has been _ reorganized 
without capital stock as Underwriters’ 
Laboratories, Inc. The National Board 
of Fire Underwriters, which contrib- 


34 


uted to the original cost of the enter- 
prise and under the direction of which 
it was established and has been main- 
tained, continues its sponsorship. 


Manufacturers’ Men Plan 
Detroit Trade Show 


The Electrical Manufacturers Associ- 
ation of Detroit, affiliated with the 
Electric Club of Detroit, will put on an 
electrical exhibit February 17 to 19, 
1937. The show will be held in the 
Masonic Temple, and will cover indus- 
trial wiring only, eliminating appliance 
displays. 

. 


NEWA Revives “Review” 


After a lapse of over three years, 
publication of the NEWA Review was 
renewed last month. Edited by Secre- 
tary Byers, the November issue re- 
ports Association activities and trade 
developments since the Buffalo meeting. 


Chicago Association Holds 
Annual Exhibit 


On the evening of October 21, some 
310 members and guests of Chicago’s 
Electric Association attended a dinner 
at the Electric Club, in the Civic Opera 
Building. The banquet marked the 
opening of the Association’s fourth an- 
nual exhibit for local electrical main- 
tenance engineers. From then until the 
23rd, more than 3200 guests visited the 
exhibits of 77 wholesalers and manu- 
facturers. Exhibitors were restricted to 
members of the Association and the list 
of invited guests included only those 


’ 


directly or indirectly responsible for the 
purchase of electrical equipment in their 
respective plants. Space was provided 
exhibitors gratis; their costs being 
limited to signs costing less than a dol- 
lar and the cost of any display material 
they wished to use. The Association 
provided its membership with a complete 
registration list for follow-up. 


Development Program Adopted 
By Credit Association 


A constructive and far reaching pro- 
gram, designed for the sole purpose 
of increasing profits by reducing losses, 
has been announced by the National 
Association of Credit men. 

The new development program em- 
braces eight distinct objectives: 

1. I[t specifically calls for more in- 
tensive vigilance in defending Ameri- 
can business from unsound credit legis- 
lation and greater promotional effort to 
bring about needed credit legislation in 
defense of the nation’s receivables. 

2. An expanded credit educational 
program, organized nationally through 
the National Institute of Credit. 

3. Greater development of the di- 
rect service activities, namely, the 
Credit Interchange system, the Ad- 
justment and Collection Bureaus. 

4. A reasonable measure of sound 
practical credit research, interpreted 
by business men, will be developed and 
the results will be made available. 

5. The establishment of credit clin- 
ics through strong, local Business Serv- 
ice Committees will seek to administer 
to ailing debtors, in an endeavor to 
bring back their business health. 

6. Trade groups, in which indus- 
trial problems can be discussed and 
sound policies promoted, will be formed. 

7. More inclusive Washington serv- 
ice concerning legislation and govern- 
ment contacts is part of the plan. 

8. The elevation of the credit pro- 
fession and the emphasis upon the im- 
portance of the credit department of a 
business will be part of the program. 








Second Annual Trade Show, Kansas City Electric & Radio Association 
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WHITE KNIGHT 


FOR EXECUTIVE DESKS FOR THE HOME 
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10 FOOT-CANDLES OF 
GLARELESS LIGHT within 
a radius of 2 FEET FROM 
BASE. That's the amount of 
light prescribed by optical au- 
thorities for the working surface. 





FIRST TIME in lamps—the CELESTIALITE luminaire! 


Only White Knight gives you Celestialite — and only Celestialite filters light 
through triple glass, scientifically filtering out the harmful rays, scientifi- 
cally producing a light that approximates daylight, non-glaring, restful. 

Diffusing light so that the prescribed 10 foot-candles are delivered 2 feet 
from the base, and with definite style features to back up its performance 
advantages, White Knight stands alone in sales appeal. 

Here’s a lamp that will meet with ready acceptance in a rapidly growing 
market. Order White Knight now — use the coupon. 


ww 


THE WHITE KNIGHT 
LUMINAIRE of Celes- 
tialite glass (shown in 
dotted lines) diffuses 
soft, white light, elimi- 
nates eye strain. 


MODEL 34 (illustrated ), finished in Gunmetal and Silver or 
Statuary Bronze and Silver—retail list $13.50 
OTHER MODELS £0 retail at $16.50 


[] Please send us sample White 








Knight at regular trade discounts. NAME 
(] Please send us complete sales ADDRESS 
information and catalogue page. Signed. 
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Graybar Appoints Harvey Wood 
Philadelphia Sales Manager 


The Graybar Electric Co. announces 
the appointment of Harvey N. Wood as 
sales manager of its office at Philadel- 





Harvey N. Wood 


phia. On leaving Purdue in 1913, 
Harvey Wood took the educational 
course of the Western Electric Co. at 
Hawthorne. From there he was trans- 
ferred to the Chicago sales department. 
After spending some time on the inside 
as well as on outside sales, and getting 
experience with some of the branch 
houses, he was made a district street 
lighting specialist. Later he came to 
the general department in New York, 
and from New York, he went to Phil- 
adelphia as general supply and central 
station manager. 


New Wholesale House In 
Western Michigan 


On September 1 the B. C. Electric 
Supply Co. opened its doors as an 
electrical wholesaling firm. This Battle 
Creek house, headed by A. M. Moore, 
is directing its activities to the con- 
tractors and industrials of that city and 


other localities within a radius of about 
40 miles. 


Gershoff Takes Over 
Two Gertler Houses 


A. Gershoff, for 18 years half-owner 
of the Gertler Electric Supply Corp., 
with branches in New York and Staten 
Island, announces the formation of a 
new company, the Gershoff Electric 
Supply Corp. The main office of the 
new firm will be located at 220 West 
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83rd St., New York City, with a branch 
at 250 Richmond Ave., Port Richmond. 
The Gertler Electric Supply Corp., ac- 
cording to Mr. Gershoff, will not oper- 
ate in the territory covered by the new 
firm, and no conflict of interests will 
take place. The Gershoff Electric Sup- 
ply Corp. will continue handling all 
lines previously distributed by these 
former branches of the Gertler com- 
pany and will add new ones. 


Westinghouse Supply Moves 
Binghamton House 


Formal opening of their new one- 
story warehouse at 87-89 Chenango St. 
was celebrated on November 6 by the 
Binghamton branch of the Westing- 
house Electric Supply Co. L. M. 
Johnson, branch manager, and the en- 
tire staff held open house for contract- 
ors, dealers and other customers. 

The move from the old quarters at 
48 Wall St. was made on October 10. 
Formerly a cigar factory, the building 
has been entirely remodeled to suit the 
needs of the electrical wholesaling busi- 
ness. It provides some 15,000 sq.ft. of 
floor space. An electric hoist and a 
stacker are among the modern devices 
which have been installed. 


Rockford Firm Expands 


The Rock River Electric Co., Rock- 
ford, Ill., last month added two adjoin- 
ing stores to its quarters, increasing 
floor space to 9,700 square feet. This 





additional space provides more room 
for the office and counter, also enables 
the firm to display appliances and fix- 
tures more effectively. The show room 
is now divided into five individual sec- 
tions, therefore making it possible to 
display certain fixtures in separate 
rooms, 

At the formal opening of the en- 
larged quarters on Nov. 6, more than 
400 electrical men were in attendance. 


City Electric Co. Celebrates 
Seventeenth Anniversary 


On November 14, the City Electric 
Co., Syracuse, marked its 17th anni- 
versary with a banquet and floor show. 
The feature of the evening was the 
presentation of testimonials to “Jack” 
Iseacs, president, Sam Weinstein, vice- 
president, Nate Menter, warehouse su- 
perintendent and Stella Finkelstein, of- 
fice manager, by the outside sales force, 
consisting of Bill Blaich, Emory Puck- 
ett, Tom Moulton, Ed Cuddy and 


H. D. Dye. 
* 


Tafel Takes Over Maytag 


In Cincinnati 


The Tafel Electric Co., wholesale 
and mill supply distributors with head- 
quarters in Louisville, Ky., recently 
bought out the Maytag-Cincinnati Co., 
and have taken its distribution of the 
Maytag lines. Due to increased busi- 
ness, the Cincinnati house will move to 
new quarters at 1121 Race St. The new 
building has three floors and basement, 
with about 12,000 sq.ft. of floor space. 

Other changes’ in the Tafel organiz- 
ation include the transfer of Arthur 
Boyd from Nashville to Louisville as 
merchandise sales manager, and the ap- 
pointment of Ed Rietze as sales promo- 
tion manager for the three houses of 
the company. 








+ Backing Them Up is the name of their employer for all but one of these 


fellows work for Blaine Electric Co. in St. Paul, Minn. 
game’s 30-year veterans, Neil Snyder, is at the left. 


One of the 
Next to Snyder is 


“Guffey” Holm; then Howard Dedrick who sells for Allen-Bradley in 


that territory. 


The right-winger is Gordon Dedrick. 
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+ No Interruptions when these two gentlemen of Westinghouse Electric 


Supply Co. get around a table for some heavy conversation. 


Henry Czech, 


division manager in that part of the country, was not in his office at 
Milwaukee, but in Madison, Wis., talking over conditions with Manager 
T. W. Marquardt when the flash took place. 





Cortland Wholesale Supply 
Enlarges Quarters 


Construction of a second story has 
doubled the warehouse capacity of the 
Cortland Wholesale Electrical Supply 
Co., Cortland, N. Y. With the addi- 
tion, it has been possible to move much 
of the stock except the wire, pipe and 
other heavy items to the second floor. 

This has opened up the ground floor 
for much needed display space. A large 
fixture room has been laid out with an 
extensive display of commercial and 
home units. Contractors are making 
extensive use of this room with their 
customers. It is often opened up in 
the evenings for special appointments. 
G. H. Morenus, owner of the company, 
feels that it has been a great stimulus 
to business and has paid for itself many 
times over. 


Air Conditioning Line 
Added By Sager 


The Sager Electrical Supply Co., 
which operates several branches 
throughout the metropolitan Boston 
area, is now handling the Fairbanks- 
Morse line of air-conditioning equip- 
ment. The new line was presented to 
the company’s sales organization at a 
recent meeting held at the Puritan Ho- 
tel, Boston. 


Michigan House Holds 
Formal Opening 


R. A. Jeffirs and John J. Kinney, 
Jr., co-owners of the newly formed 
West Michigan Electric Supply Co., 
Benton Harbor, Mich., held open house 
for 450 contractors’ dealers and indus- 
trials to celebrate their entry into the 
electrical wholesaling field. The firm is 
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housed in a one story warehouse, with 
8000 sq.ft. of floor space, at 721-45 W. 
Main St. For the present, sales activi- 
ties will be confined within a 40 mile 
radius of Benton Harbor. 


Electric Sales Co. Keeps 
Entire Force Intact 


The Electric Supply Sales Co., 
Rochester, N. Y., is now reaping the 
benefits of a policy which was ex- 
pensive and branded by some as poor 
business. All during the dark days of 
the depression, not an employee was 
laid off. Many of them had little or 
nothing to do a good part of the 
time but nevertheless they were kept 
on the payroll. 

Now, with business rushing, the firm 
has an experienced and willing staff at 
their command. So far it has not been 
necessary to look for additional help 
to handle the volume. 


Nickerson To Contact Syndicates 
For Westinghouse Supply 


M. P. Nickerson, formerly assistant 
manager of the eastern district, has 
been transferred to the headquarters 
staff of the Westinghouse Electric Sup- 
ply Co. as special syndicate representa- 
tive. He will also supervise the com- 
pany’s sales of fibre conduit. 


Vancouver Firm Expands 


Extension in the operations of the 
wholesale hardware and electrical firm 
of McLennan, McFeely & Prior, Ltd., 
Vaucouver, B. C., has necessitated the 
addition of office and warehouse facili- 
ties adjoining the present premises of 


the firm at 99 E. Cordova St. work 
will start immediately on alterations 
and additions to the firm’s premises on 
Columbia St., across from the Cordova 
St. plant, and the two properties will 
be connected by a gallery from the main 
staircase and a concrete bridge. 


Re Qua Supply Warehouse 
Is Remodeled 


Remodeling of the entire warehouse 
has been completed by the Re Qua 
Electrical Supply Corp., Rochester, 
N. Y. Two new display rooms have 
been arranged. One, located on the 
first floor, is devoted to commercial 
lighting fixtures. The other, on the 
second floor, is used for home lighting 
fixtures and appliances. 

The old wooden stock bins which 
extended from the counter to the rear 
of the building have been replaced with 
steel cabinets. Stack lights have been 
installed down the full length of the 
aisles. They are flush with the top 
of the cabinets and spaced at six foot 
intervals. The lights are supported with 
3 in. conduit and bolted tight’to a fit- 
ting in the center. 

Directly behind the counter is a 
microphone which is used by the men 
in transmitting orders to the shipping 
room in the rear, the basement, where 
the wire and pipe is stored, or to the 
second floor warehouse. A loud speaker 
is installed in each of these departments. 


Central Electric To Handle 
G.E. Hotpoint Lines 


Effective January 1, the Central Elec- 
tric Supply Co., Battle Creek, Mich., 
will distribute G.E. Hotpoint ranges, 
water heaters, refrigerators and laundry 
equipment in southern Michigan, cover- 
ing the territory as far south as the 
Indiana line. Ben L. Bristol has charge 
of the appliance department of this 
wholesale house. One of Mr. Bristol’s 
able assistants is Mrs. Enola Odom, 
home economist, who helps dealers in 
staging schools in the use of the vari- 
ous electrical appliances. 


Michigan Chandelier Opens 
Branch At Battle Creek 


The Michigan Chandelier Co., De- 
troit, recently opened another Michigan 
branch. This house, managed by Ben 
Howard, is located at 71-73 Capital 
Ave., S. W., Battle Creek. As in the 
other branches the Battle Creek house 
possesses a very complete fixture dis- 
play in addition to the stock of wiring 
supplies and appliances. 

Mr. Howard hails from Cleveland 
where he sold for the Cleveland 
Switchboard Co. 
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IN 1937 
STRENGTHEN DEALER RELATIONS 
MAKE NEW CUSTOMERS 
BUILD YOUR VOLUME 
INCREASE YOUR PRESTIGE 
ADD TO YOUR PROFIT 


DO IT WITH TRICO 





RENEWABLE FUSES 


Expressly designed to accommodate 
TRICO non-interchangeable elements only. 
“Foreign” links will not fit into them. Thus 
your customers are assured, year after year, 
of safe tamper-proof protection with a 
superior time-lag that only powder-packed 
elements can give. 






WHEN YOU SELL TRICO FUSES YOU ARE ASSURED 
OF ALL REPEAT BUSINESS. TRICO NON-INTER- 
CHANGEABLE ELEMENTS TAKE CARE OF THAT. 


“DRIP-DROP” 
OILER 


With simple feed con- 
trol feature. 
For solid, wick, or waste 
packed bearings. Can be 
used for thousands of 
applications. Saves oil, 
time, and worry. Neat, 
compact, visible, auto- 
matic, economical, de- 
pendable, and inexpen- 
sive. Available in three 


OPTO-MATIC 
LUBRICATORS 


Only modern, visible, 
constant-level lubrica- 
tor for ring and ball 
bearings having mi- 
crometer level adjusting 
device for quick instal- 
lation and accurate level 
adjustment. Saves oil and time—ends 
bearing troubles—reduces motor burn- 
outs. Gives your dealers many talk- shane: A peoleale 
ing points—gives users many advan- much-in-demand eta 
tages. for dealers. 





ALL TRICO PRODUCTS CAN BE COMBINED FOR ECONOMICAL PURCHASE 


FUSE 


MILWAUKEE 


TRICO 









COLORTOP FUSES 


All colored shock and vent-proof 
top. A different color for every 
size—easy selection—dquick in- 
spection— instructive to users. 
Brass parts Cadmium-Plated for 
better contact. Outstanding 
plus values that make quick 
sales. 


CLAMPS 


for FUSE CLIPS 


Should be used on all fuses 
regardless of make. Eliminate 
burnt fuses and clips, unnecessary 
shut-downs and tremendous waste 
of current due _ to heating. 
KLIPLOKS are a dividend-paying 
investment—not an expense. 
“hot” item to show. 


<q 


For safe and efficient handling of 
fuses and adjusting switch and 
cutout clips. Eliminates all risks 
of shocks, burns, infection, etc. 
Strong, rugged, laminated con- 
struction. Five times as stron 

as solid milled pullers. Fits al 
makes of fuses. Made in 4 sizes. 
Every fuse box should have one. 


qT “KANTARK” 
FUSES 
These high grade one-time fuses are 
furnished in all standard sizes. De- 
signed for cool, efficient operation. 
Heavy brass caps. Genuine vulcan- 
ized fibre tubes (not paper). Accurate and depend- 


able—finest quality and workmanship throughout 
—tested in all sizes by Underwriters’ Laboratories. 



























(Patented) 





FUSE 
PULLERS 
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Personals 





C. L. Barrett, formerly with the 
Southern Minnesota Supply Co. is city 
salesman for General Electric Supply 
Corp. in Minneapolis. C. W. SNOUFFEN, 
new inventory clerk, came from West- 
inghouse Electric Supply in St. Paul. 


Jack GOLER is covering Westchester 
for his brother, Harry Goler, manager 
of Gertler Electric Supply Corp., 
Yonkers, N. Y. 


Tom GRAHAM, RoBERT ALEXANDER 
and Dick Hucu, counter salesmen, and 
Russ MARSHALL, merchandise coun- 
selor, are new employees at the Com- 
mercial Electric Co., Toledo, Ohio. 


Marvin LiBeRMAN is on the sales 
counter at the Illuminating Electric Co., 
Chicago. 


CHARLES GALLINA, selling in north- 
ern Mississippi and JoHN MUNDO, 
traveling in southern Arkansas, are new 
on the payroll at W. B. Davis Electric 
Co., Memphis, Tenn. 


CLARENCE BripGEs is now at the city 
desk of Peerless Electrical Co., Min- 
neapolis. He formerly was associated 
with Westinghouse Electric Supply Co. 
of that city. 


Jack Freer, new in the wholesaling 
game, is now on the roster of the Kala- 
mazoo, Mich. house of General Electric 
Supply Corp. Jack has charge of radio 
service. 


Epwarp C. MoNAGHAN and CHARLES 
Homricu have been added to the force 
of the Litscher Distributing Co., Grand 
Rapids, Mich. Monaghan, who handles 
all lines was with the former C. J. 
Litscher Electric Co. Charles Homrich 
is in the stock room. 


CarL DAKE and Howard WHEELER 
are newcomers to the Independent Elec- 
tric Co., Muskegon, Mich. Both men 
are working in the stock department. 


J. W. Norpcren and H. D. Daven- 
PORT are now selling for Kubec Elec- 
tric Co., Chicago. Mr. Nordgren, for- 
merly with Curtis Lighting, is special- 
izing on lighting accounts. Mr. Dav- 
enport, formerly with Chase Brass, is 
concentrating his efforts on dealers, 
selling appliances and fixtures. 


M. L. REED is a new member of the 
sales force at The Electric Supply Co., 
Grand Rapids. In the stock room 
GARRETT VAN LeEuR and GEORGE 
RupDOLPH recently started work. VeER- 
NON Puiips has been added to the 
shipping crew and RutH Ostrow and 
A.icE DoNKER are new on the office 
staff. 


F. M. Rosinson is a new addition to 
the staff of the Ackerman Electrical 
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Supply Co., Grand Rapids. He is 
handling pricing and cost accounting. 
Harry Meritt and Morris GrirFITH 
are new faces at the counter. 


J. C. Curran has joined the inside 
staff of the Rochester branch of the 
Wehle Electric Co. 


Ase COCHRAN is a new member of 
the sales staff of the Southern Tier 
Electrical Supply Co., Binghamton, 
N. Y. Cochran makes his headquarters 
at the Elmira, N. Y., branch of the com- 
pany. He was associated with the firm 
in a sales capacity some time ago. 


Don Brown is a newcomer to the 
inside staff of the Cortland Wholesale 
Electrical Supply, Cortland, N. Y. Don 
is working behind the counter. Guy 
Morenws, brother of the owner of the 
company, G. H. Morenus, has been 
transferred from the inside staff to the 
outside selling force. 


R. H. St. Joun has joined forces 
with the Westinghouse Electric Supply 
Co. at Binghamton as merchandise su- 
pervisor. For the past decade, Mr. St. 
John has been engaged in vacuum 
cleaner merchandising with the Hoover 
Co. CHar_es J. KiNG is now a mem- 
ber of the outside sales staff. He takes 
the place of R. H. Maxwell who re- 
signed a short time ago. 


F. Jocuum has resigned as manager 
of the Buffalo branch of the Wehle 
Electric Co. 


M. J. Smiru, formerly of the J. P. 
Coffin Co., Worcester, is now covering 
Worcester county for the Wetmore- 
Savage Co. 


Henry SmitH, formerly with the 
National Carbon Co., is covering the 
North Shore territory for Des Roberts 
Electric Supply Co., Lynn, Mass. 
EverRETT BAKER, formerly with Des 
Roberts, is now covering the same terri- 
tory for the Sager Electric Supply Co. 








+ Service Is Assured when these 
members of the inside staff of the 
Hood Electric Co., Cleveland, take 
an order in hand. C. H. Miller is 
on the left and M. Rubeck stands 


on the right. Don’t let those seri- 
ous expressions frighten you. Their 
owners are very friendly and help- 
ful. ’Guess the flash bulb startled 
them. 


Obituary 


H. Durant Cheever 


H. Durant Cheever, chairman of the 
board of the Okonite Co., and presi- 
dent of the Okonite-Callender Cable 
Co., died of apoplexy in Paris, Friday, 





H. Durant Cheever 


October 23. Mr. Cheever had been 
chairman of the board of the Okonite 
Co. for ten years and president for the 
previous 20 years. He entered the com- 
pany, which was founded by his father, 
John Haven Cheever, pioneer in the 
rubber industry, after graduation from 
Harvard in 1888. For the past five 
years he had been living in Paris, com- 
ing to this country to attend meetings. 
Funeral services and buriai took place 
in Paris, Sunday, October 25. 


Frederick Palmer 


Frederick Palmer, vice president of 
the Triangle Conduit & Cable Co., 
Brooklyn, died on November 9 follow- 
ing an operation at the Cadedonian 
Hospital, Brooklyn. Mr. Palmer had 
been with the Triangle Co. since its 
formation in 1916 and was appointed 
in August, 1936, to the position of 
vice-president in charge of production. 


Frederick W. Sanford 


Frederick Williams Sanford of the 
incandescent lamp department of the 
General Electric Co., died at the New 
York Hospital, November 4. Born. in 
Great Barrington, Mass., in 1867, Mr. 
Sanford was graduated from Williams 
College in the class of 1889. He entered 
the employ of the New York Edison 
Co. as an electrical engineer, resigning 
to join the Stanley Instrument Co. of 
Great Barrington. He remained in that 
organization until it was merged with 
the General Electric Co. in 1908, and 
from then on was associated with GE 
in an executive capacity with the in- 
candescent lamp division. 
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LINE 

IVORYLITE Switches, Receptacles, Plates harmo- IVORYLITE is now available in a complete line for 
nize beautifully with the light wall surfaces of 


modern interiors. This cream-tinted white moulded 


all home-wiring requirements. Plates have attrac- 
tive borders, with ribbed surface. When soiled they 
material is ‘vory-like in appearance and of solid color are easily cleaned with a damp cloth. Ask for 


throughout. Will not chip, flake or wear off. illustrated page supplement for your catalogue. 


“SOLD THROUGH YOUR ARROW 4a 5 EGTRI DIVISION, T ELECTRICAL WHOLESALER 
oases ARROW-HART & HEGEMAN ELECTRIC co. VISION sa 
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Youngholm Made Vice-President 
By Westinghouse E. & M. 


David S. Youngholm was elected 
vice-president of the Westinghouse 
Electric & Mfg. Co. at the last meeting 
of the board of directors. He will make 
his headquarters in New York. Mr. 
Youngholm joined the Westinghouse 
organization 27 years ago. His first 
position was in the engineering depart- 
ment of the Westinghouse Lamp Co. 
after which he entered the sales de- 
partment. In 1924 he was placed in 
charge of production of the Westing- 
house Lamp Co. at Bloomfield. Later 
he became assistant manager of sales, 
then assistant general superintendent, 
assistant to vice president, and finally 
vice president of the same organization, 
which position he held until his recent 
election as a vice president of the parent 
company. 

* 


Hobbs Directs Western Sales 
For Smoot-Holman 


Leonard A. Hobbs has been named 
sales manager responsible for the north- 
west and western states and northern 
California for the Smoot-Holman Co., 
Inglewood, Calif. His headquarters 
will remain in San Francisco. The new 
assignment relieves for management ac- 
tivities A. E. Clarke, manager of the 
electrical division, who recently re- 
turned from an eight weeks’ trip through 
the East, Middle West and South. Fred 
Smoot, formerly associated with Hobbs 
in San Francisco, has been transferred 
from San Francisco to take charge of 
a new office in Houston, Texas. The 
company also announces the appoint- 
nient of the Coast Sales Corp. of Seattle 
as agents for Oregon, Washington, 
Montana and Idaho. A stock will be 
carried in Seattle. 


Hotpoint Selects G. H. Smith 
To Direct Laundry Sales 


Another milestone in an electrical 
career that began at Michigan State 
College, where he sold vacuum cleaners 
in his spare time, was passed last 
month by George H. Smith, with his 
appointment as manager of the Hot- 
point home laundry sales division of 
the Edison G. E. Appliance Co., 
Chicago. 

Known as “Rock” Smith—a_nick- 
name acquired as a half-back on the 
Michigan State football team—Mr. 
Smith has served in every branch of 
the electrical industry, wholesale, re- 
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tail and manufacturing. His first job, 
was with the Hurley Machine Co., of 
Chicago, where he worked for eight 
months before resigning to become 
sales manager of the Litscher Elec- 
tric Co. Grand Rapids. In 1931, 
he went to Caswell, Inc., Detroit, as 
sales manager, and the following year 
moved to Atlantic City as sales man- 
ager of Clark Adams, Inc. 

Smith joined the General Electric 
Co. in 1933, as a laundry equipment 
specialist. He was transferred to 
Bridgeport headquarters in 1935 and 
went to Detroit early this year as dis- 
trict manager of appliance sales. for the 
G. E. Supply Corp. 


Kolton Electric Moves Factory 


The Kolton Electric Mfg. Co. an- 
nounces the removal of its factory to 
larger and more modern quarters at 123 
New Jersey Railroad Ave., Newark, 
N. J. The company, which was estab- 
lished in 1933, manufactures switch- 
boards, panelboards, steel cabinets, cut- 
outs, fuse blocks and soldering lugs. 
Business has shown a steady increase 
which necessitated the move to larger 
quarters. 

* 


**Modern Plastics” Awards Include 
Streamlined Iron, Radio Set 


Manning, Bowman & Co.’s new elec- 
tric iron, with its handle of lustrous 
black Bakelite was awarded third place 
in the decorative group of the first 





dnnual Modern Plastics Competition, 
conducted by the magazine Modern 
Plastics. Jay Ackerman and E. A. Farr 
of the Manning-Bowman organization 
jointly designed the streamline iron. 

A Sears Roebuck radio set, housed 
in a molded cabinet of Durez, with 
contrasting dials of Tenite, was the 
first choice of the judges. Second 
award went to Morris B. Sanders; 
architect, for his applications of plastics 
in the modern home. 


Essex Wire Co. Buys 
Part Of Dudlo Plant 


The newest section of the former 
Dudlo and General Cable plant, unused 
since 1933, has been purchased by the 
Essex Wire Co., Detroit. The building 
stands at Phenie and Stophlet Sts., and 
contains 38,000 sq. ft. It was pur- 
chased at a cost of approximately $80,- 
000, and production will be begun there 
in the near future. Herman Arber, 
former plant superintendent of the 
General Cable Corp. is to be plant man- 
ager. It has been estimated that the 
new plant will employ several hundred 
persons. 


Hearl Joins Paranite 


Art Hearl, well known in electrical 
circles in Chicago, recently joined the 
sales force of the Chicago office of 
Paranite Wire & Cable Corp. He is 
contacting the trade in the state of 
Illinois. 

From 1906 until 1932, Mr. Hearl 
headed the old American Electrical 
Supply Co. of Chicago. He then went 
with Metropolitan Electrical Supply 
Co. for a period of three years, later 
joining the West Town Electric and 
Appliance Co. as manager of its supply 
department. 








+ Planning Big Things. S. D. Goodman (right), general manager of the 





he 


Royal-Eastern Electrical Supply Co., goes over the new Toastmaster line 
with G. D. Montgomery, manager of the New York office of the McGraw 
Electric Co. The pair were snapped at the National Radio and Electrical 
Exposition held recently in New York City. 
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The battery of more than one thousand braiding machines, 
shown in the above picture, is used to apply cotton, silk and 
rayon braids in the manufacture of CRESCENT insulated wires 
and cables. This is only one of the many operations that go on 
in this extensive plant, where a complete line assures you of 
one reliable source of supply. 
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NEMA Approves Program To 
Promote Adequate Wiring 


A national program, designed to pro- 
mote adequacy in home wiring installa- 
tions, has been approved by the National 
Electrical Manufacturers Association, 
according to W. J. Donald, managing 
director. 

Final details are being developed and 
it is expected that the committee under 
whose direction the campaign will be 
launched early in January will be ap- 
pointed in the immediate future. 

It is well known that NEMA, in 
company with other branches of the 
electrical industry, has long been con- 
cerned with the increasing seriousness 
of the residential wiring problem. In- 
adequacy both in outlets and wire ca- 
pacity has today reached the point 
where it is preventing the public from 
obtaining more complete electrical serv- 
ice through better lighting and the use 
of more appliances. Similarly, the en- 
tire industry is experiencing the brak- 
ing effect of nation-wide inadequacy 
of wiring on product sales, installation 
business and the consumption of cur- 
rent. 

Concurrent with the long delayed 
and inevitable upswing in residential 
building which began early this year, 
NEMA undertook an extensive study 
of the problem resulting in the develop- 
ment of a general plan of cooperative 
publicity and sales promotion. NEMA 
will serve as national headquarters for 
the wiring program and, through the 
procedure to be outlined in a compre- 
hensive Plan Book, all electrical 
leagues, local electrical promotional bu- 
reaus or groups now organized or will- 
ing to do so will be invited to sponsor 
the activity in their respective com- 
munities, 


Kelvinator Makes Changes In 
Sales Organization 


Division of the Kelvinator field or- 
ganization into two separate divisions 
has been announced by the Kelvinator 
Corp., Detroit. Sale of domestic equip- 
ment will be in charge of five regional 
managers, who will report to Henry W. 
Burritt, vice president in charge of 
sales. Commercial sales will be divided 
into seven districts, under the super- 
vision of J. A. Harlan, commercial sales 
manager. On the west coast, both do- 
mestic and commercial sales will remain 
under one head. 


Allied Industries Move 
Executive Office 


Allied Industries, Inc., have moved 
the executive offices of the firm from 
San Francisco to the Los Angeles office 
at 451-59 South Hewitt St. The com- 
plete sales force, warehouse and stocks 
will be retained at the San Francisco ad- 
dress, Only office matters, such as re- 
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+ Orders Are Orders to these coun- 
termen in the Boston office of the 
Wetmore-Savage Division of West- 
inghouse Electric Supply Co., and 


big or little, the service is top- 
notch. On the day this picture was 
taken, a World Series game was on, 
and Merton Munro (left) and 
George Andrews were giving at 
least part of one ear to the radio as 
they worked. 





mittances, statements, corporation af- 
fairs, will be handled in Los Angeles. 
Allied Industries are manufacturers’ 
representatives with offices in Los An- 
geles, San Francisco, Portland and 
Seattle. 


Clarostat Announces New 
Sales Representatives 


Three new territorial sales represent- 
atives are announced by.Clarostat Mfg. 
Co., Brooklyn, N. Y. 

W. W. Boes, Dayton, Ohio, has been 
appointed sales representative in the 
Ohio territory and northern Kentucky 
including Louisville. Herbert A. Roes 
with headquarters in Kansas City, is 
now handling sales in northern Okla- 
homa, Kansas, Nebraska and western 
Missouri. Gordon G. Moss of Greely, 
Colo:, is covering Wyoming, Colorado, 
New Mexico and western Nebraska. 


New Buildings By Belden 


To meet requirements growing out of 
an ever increasing volume of business, 
the Belden Mfg. Co., Chicago, has 
found it necessary to increase their 
manufacturing facilities in both Chicago 
and Richmond, Ind., plants. 

The new building program represents 
an expenditure of well over $120,000. 
Work on the Chicago project has just 
recently been completed. This new 
building adds approximately 20,000 
square feet of floor space and will be 
used to extend wire mill and tinning 
plants. At Richmond, some 35,000 
square feet of floor space are being 
added. 





Arnstein New Representative 
For Eagle In South 


Eagle Electric Mfg. Co. announces 
the appointment of Leo Arnstein as 
representative in the southern territory, 
with headquarters at Houston, Texas. 
He succeeds the late L. M. Ruben- 
stein, Eagle representative in that ter- 
ritory for 14 years. 


Leeds & Northrup Open Branch 


Leeds & Northrup Co., of Philadel- 
phia, recently opened a new branch 
office in the Judd Bldg., 75 Pearl St., 
Hartford, Conn. 


16,697 Refrigerators Sold PWA 
By Westinghouse Elec. & Mfg. Co. 


To ‘the Westinghouse Electric & 
Mfg. Co. was awarded the million dol- 
lar contract for 16,697 electric refriger- 
ators, to be used by the government in 
housing projects. Eight manufacturers 
competed for the bid, which includes 
guaranteed consumption and operating 
cost for a period of ten years. 


Kordenbrock Joins Emerson 


Irving L. Kordenbrock has joined 
the fan sales department of the Emer- 
son Electric Mfg. Co.,,according to an 
announcement by C. A. Swanlund. Mr. 
Kordenbrock was formerly associated 
with the Famous-Barr Co., St. Louis 
department store, as manager of the 
electrical appliance department. 








+ Proud of the new lighting display 
room, Raoul Auclair pauses in the 
center of it for the camerman’s 
benefit. Raoul is an inside assist- 
ant at Milhender-Afes Electrical 
Co., Boston. Unfortunately, the 
room is in better focus than Raoul, 
but that would probably please this 
young wholesaler. 
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United States Rubber Products, Inc., New York, N. Y. 
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use this survey 


A recent advertisement in Anaconda’s ‘““Mod- 
ernize Wiring” campaign. This and other 
Anaconda advertisements in this series appear 
in Time, Business Week, Factory Management 
and Maintenance, Automotive Industries, 
Steel, Textile World, Chemical & Metallur- 
gical Engineering, and Coal Age. 


; ¢ Sales Offices in Principal Cities 


It will enable you to cash in on 
our Modernize Wiring’ cam- 
paign by giving you a defi- 
nite “check-up” plan to offer 
the industrial plant manager 


Those familiar with successful industrial wir- 
ing promotion say that the best way to obtain 
modernization jobs is by making a systematic 
check-up of a prospect's wiring system. 

The Wiring Survey just prepared is designed 
for exactly this purpose. The check chart is 
helpful in studying circuits and presenting 
conclusions to plant managers. It is for you to 
use when soliciting industrial wiring business. 

Send for your copy and familiarize your- 
self with the Anaconda program. The ‘‘Mod- 
ernize Wiring’ campaign is sound economics. 
It shows the plant owner how to save money. 
It promotes the efficient use of electricity. 
This should lead to the purchase of more 
power and more electrical equipment. 

You are of course eager to develop all the 
wiring business you can. This Wiring Survey 
gives you the “door opener” you have been 
wanting. Your copy is free. Write for it 
now. The coupon is for your convenience. 


Ce 
ANACONDA WIRE & CABLE CO. 


25 Broadway, New York City 


We should like a copy of your “Wiring 
Survey” together with other information 
about your “Modernize Wiring” program. 





Signed 


Street 





City 





State 


























A Section Devoted to Manufacturers’ Descriptions of Their Preducts 





Lighting Panelboard 


This new line of multi-breaker light- 
ing panelboards are built for compact- 
ness and small size. Boxes are 15 in. 
wide and 4 in. deep, permitting installa- 
tions in spaces too small for standard 
type panel boards. Furnished in com- 
bination of brown and tan with exterior 
hardware chromium plated. Boxes are 
galvanized, with knockouts in top and 
bottom. Wiring gutters 4 in. wide. 
Supplied with from 4 to 40 circuits in 
two-circuit groupings for 115, 115/230 
volts a.c. service. Mains can be arranged 
for either single phase 3-wire solid neu- 
tral or 3-phase, 4-wire systems. Single 
pole (2-wire, solid neutral) branches are 
obtainable for 15, 20, 25 or 50 amps. 
Square D Co., 6060 Rivard, Detroit, Mich. 
—— Wholesaling, December, 
1936. 


Indoor-Outdoor Floodlight 


For use both outdoors and indoors, 
this reflector is recommended where both 
white and color effects are required. 
Reflecting surface of polished ‘“Lunax.” 





Steel yoke and base are cadmium plated 
to resist rust and sprayed with aluminum 
lacquer enamel. Heat-resistant cover 
glass is mounted on cork gasket and held 
in place by nickel plated brass compres- 
sion ring. Projection of light from any 
angle is possible through adjustment of 
the reflector head. Can be equipped with 
clear glass lens, sanded lens for diffusion, 
or color lenses. Standard round base. 
Special spike base for ground mounting 
also available. Curtis Lighting, Inc., 1123 
W. Jackson Blvd., Chicago, Ill_—Elec- 
trical Wholesaling, December, 1936. 
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What's NEW 





Armored Resistors 


Combining the advantages of bakelite 
and metal jackets, these armored resist- 
ors are hermetically sealed. Continuous 
contact between winding core and molded 
insulation, with fitted metal jacket pro- 
vides maximum heat dissipation. Re- 
sistance element is embedded in bakelite 
insulation molded within the metal jacket. 
Turns cannot slip. Unit rated at 5 watts 
per winding inch when mounted flush on 
metal radiating surface. Safe overload 
of 100 per cent. Available in wide range 
of resistance values, any number of taps, 














3 of 
Ss 


lengths up to 10 in. Clarostat Mfg. Co., 
Inc., 285 N. Sixth St., Brooklyn, N. Y. 
a Wholesaling, December, 
1936 


Wringer Washer 


Directed at the low-price market, this 
new “Golden Jubilee” washer has new 
type turbulator. Tub is rubber mounted 
and finished with three coats of porcelain 
enamel, in white with black trim. Turbu- 
lator is of “Lynite,” operated by pitman 
arm. Drive shaft precision-machined. 
Base supporting tub, skirt and gear case 
are electrically welded. hp. motor 
mounted in rubber. Six sheet tub ca- 
pacity. Wringer has balloon type soft 
rubber rolls, touch bar safety release 
and automatic reversing drain. West- 





inghouse Elect. Mfg. Co., East Pitts- 
burgh, Pa.—Electrical Wholesaling, De- 
cember, 1936. 





Automatic Waffle Iron 


This new waffle iron includes such 
features as a heat control, signal-light 
bake control, expanding hinge to assure 
even baking, quick-heating, glow-coil 
element, scratch-proof fibre feet and rim 
to catch batter overflow. Finished in 
chromeplate with old-ivory handle. 
Equipped with detachable cord set and 
molded rubber plug. Operates on 115 
to 125 volts, a.c.; 660 watts. Lists at 
$9.95. General Electric Co., Schenectady, 
N. Y.—Electrical Wholesaling, Decem- 
ber, 1936. 


Blower Bracket 


Developed to suppress sound and vibra- 
tion on direct-connected blowers, this 
“floated drive bracket” is for use where 
quietness of operation is imperative. Con- 





sists of a standard motor bracket mounted 
on second floating bracket insulated from 
the blower housing by flexible rubber 
cushions. Eliminates metal to metal con- 
tact. Four point vertical floating of 
weight takes advantage of compression, 
tension and sheer, to produce dampen- 
ing effect. Bracket available with new 
direct-connected blowers, or can _ be 
mounted on any blowers already in use. 
Ilg Electric Ventilating Co., 2850 N. 
Crawford Ave., Chicago, Ill.—Electrical 
Wholesaling, December, 1936. 
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Order the lamps fromany 
of the seventeen Sales 
Divisionsof the Incandes- 
cent Lamp Department. 
Order your auxiliary 
devices which were de- 
signed especially for 
these lamps from the 
General Electric Vapor 
Lamp Company. 


Clear your path 
to profits with 


== 
=== 
—= 


~~ — these... 











LAMP 
TYPE H-I 











Business Builders 


General Electric Mercury Lamps are industry’s most efficient light 
sources. This cold fact is one of the reasons why these convenient 
and easily installed lamps are finding increased favor in nearly 
every branch of industrial application. Clear your own path to 
profits with General Electric Mercury Lamps... show your cus- 
tomers how they can almost double their productive light at no 
increase in current costs. 

There are two sizes: the 400-watt size, which burns vertically 
and the 250-watt size, adapted to universal burning and to installa- 
tions where the larger, 16,000 lumen lamp is not required. Both 
are rated at 2,000 hours life, and are self-starting on either 110- or 
220-volt, 60 cycle circuits. 

Complete details on the profit possibilities of this light are ob- 
tainable on request. Address: 


GENERAL & ELECTRIC 


General Electric Vapor Lamp Co. 745H Incandescent Lamp Department 
891 Adams Street, Hoboken, N. J. Nela Park, Cleveland, Ohio 
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gr you are interested in hav- 
ing your sales reach a new peak 
stock Enamelkote, Galvakote, 
Hotkote and Electrictube. Your 
trade will welcome these finer 
brands because of the easy 
working features which have 
been developed by over a 
quarter of a century of experi- 
ence. If you wish to investi- 
gate this line, samples and de- 
scriptive literature will be sent 
you on request. 


CLAYTON MARK 
ee) 


OPERA BUILDING 


ite Veremias 











Table Radio 


Improvement in foreign reception is 
claimed by the manufacturer for the new 





Model 36 Kadette radio. Set is six- 
tube, two-band superheterodyne tuning, 
standard broadcast and American-foreign 
short wave; covering 540 to 1,600 kilo- 
cycles and 16 to 36 meters. Special 
short-wave station stabilizer minimizes 
station fading. Short wave band permits 
fuller tuning curve. Full dynamic 
speaker with oversize vernier-driven air- 
plane dial, edge lighted. Cabinet styled 
in walnut. Weight, 134 pounds. Lists 
at $32.50. International Radio Corp., 
Ann Arbor, Mich.—Electrical Wholesal- 
ing, December, 1936. 


Hand Type Slotter 


Useful for cleaning slots in commutat- 
ors or beveling edge of copper after un- 
dercutting, this hand type slotter or 
scraper features swivel joint for ease of 
handling with bit at any angle. Head 
circular in form with interlocking 
notches. Tool bit is hardened and sharp- 
ened on one end for V-cutting and the 
other for U-slots. Head, stem, and han- 
dle of high strength bronze. Handle is 


~) 









(pa 






hollowed to reduce weight and grooved 
for good grip. The Ideal Commutator 
Dresser Co., 1047 Park Ave., Sycamore, 
Ill.—Electrical Wholesaling, December, 
1936. 


Meter Troughs 


Designed to accommodate the new 
“Type S” prong meter, these meter 
troughs are supplied for both indoor and 
outdoor installations. From one to four 
meters in multiple. Supplied complete 
with terminal blocks and sockets. Trum- 





bull Electric Mfg. Co., Plainville, Conn. 
—Electrical Wholesaling, December, 1936. 





Paint Sprayer 


Adaptable for both interior and exterior 
painting and for touch-up and refinishing 
work, this new paint sprayer is mounted 
on a rubber tired wheel base. Unit con- 
sists of 4 h.p. electric motor, air com- 
pressor unit, pressure tank, bleeder type 
spray gun, and several sizes of rubber 
hose. Compressor motor is two-cylinder, 
air-cooled type, with bore of 2¢ in. and 
stroke of 12 in. Working pressure of 45 
pounds. Air chamber equipped with drain 
cock and safety valve. Unit also available 
with alternate spray gun for maintenance 





work. Weight 180 pounds. Binks Mfg. 
Co., Chicago, Ill.—Electrical Wholesaling, 
November, 1936. 


Combination Heater-Fan 


Designed for use in summer and 
winter, this “Heatfan” is completely 
automatic. Fan speed for heater duty is 





automatically regulated, to provide for 
the required increase in speed when cool- 
ing and air circulation is desired. Oper- 
ates on 50 to 60 cycles, standard con- 
venience outlet circuit. Equipped with 
4-blade fan. Two switches control warm 
and cool air. 1320 to 1650 watts, 115 
volts. Weight 7% unds. Lists at 
$12.50. Thermador Electrical Mfg Co., 
2821 E. Pico St., Los Angeles, Calif— 
Electrical Wholesaling, December, 1936. 


Magnetic Starter 


Known as “Type CM” these magnetic 
starters and contactors are for use with 
14 to 25 hp. single or polyphase motors. 
Employ self-cleaning, self-aligning con- 
tact action with all parts assembled on 
a non-carbonizing black glazed porcelain 
base. Mechanism is mounted on steel 
backplate. Removable for wiring by 
loosening three screws. Relay heaters, 
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4 to 80 amp., interchangeable on all sizes. | 


Trumbull Electric Mfg. Co., Plainville, 





Conn.—Electrical Wholesaling, Decem- | 


ber, 1936. 


Six Tube Radio 


This new six tube radio features 
syncro-beam tuning to facilitate the se- 
lection of stations. Table model radio 
in walnut finish has dynamic speaker, 





automatic volume control and tone con- 
trol. The airplane dial has individual 
band lighting on either short wave or 
broadcast band. Variable condenser is 
cushion mounted. Superheterodyne, two- 
band 18-52 180-555 meters. Operates on 
110 volts, a.c., 60 cycles. Lists at $35.75. 
DeWald Radio, United Scientific Lab., 
510 Sixth Ave., New York City.—Elec- 
trical Wholesaling, December, 1936. 


Wall Lamp 


Equipped with 10 in. parchment shades, 
these wall lamps fit into various decora- 
tive schemes. All styles have plastic dif- 
fusers, molded of same material as ap- 





proved IES bowls. Diffuser is light in 
weight and unbreakable. 6 in. bowl low- 
ers surface brightness and reduces glare. 
Uses 100 watt bulb. No. R240, illus- 











trated, is finished in antique ivory or 














MODELS—PRICES—SALES HELPS 


Electrical Jobbers will find in these Sig- 
nal drills a line designed and made 
right, priced to meet competi- 

tion without sacrificing 
quality—items that sell 
over - the - counter 
the 














same as 
other elec- OB-8 %” 
trical light-duty drill 
— Ve OB-81/4,” light duty drill is 
pliances. — designed for intermittent ser- 


vice. Light in weight, it is 
especially adaptable for radio repair work, 
wood and metal assembly and similar light 
work, 


COMPLETE INFORMATION 
INCLUDING PRICES AND 
DISCOUNT 


OB-4 %” 


standard-duty drill 


High quality drill 
that will give de- 
pendable service— 
well balanced, com- 
fortable grip with 
air-cooled handle and _ trigger 
type switch in handle with lock 
for continuous operation. 





OB-5 4” 
standard duty 


A powerful drill, dependable, with 
proper speed, correct balance 
and high quality construction it's 
made for service where a drill is 
expected to get hard use. 


Signal has a background of 44 
years as successful producers of 
small motors. 





SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN, U. S. A. 


Offices in all principal cities 
ARIAT 


Va 
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SHAWMUT 
SHUR-LAG 


RENEWABLE FUSES ¢ RENEWAL LINKS 


SHAWMUT SHUR- 
LAG Renewable Fuses 
provide greater time 

%& lag under unusual over- 
load conditions; pre- 
vents unnecessary 
blowing. 
































No small parts to be- 
% come lost or mislaid in 

refilling—simple and 

efficient in design. 


Links are of uniform 

% thickness—can be in- 
serted from either end 
of the fuse case. 


Can be assembled only 
% one way—the correct 
way. 


* 


Send for Shur- 
Lag folder, 
containing com- 
plete details, il- 
lustrations and 
prices. 


After blowing, frag- 
%& ments of link can be 
quickly, easily removed. 












Und. Lab. Approved. 





THE 


CHASE-SHAWMUT CO. 


NEWBURYPORT 


Ae. 
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antique light bronze. LaSalle Lighting 
Products Corp., 143 Seneca St., Buffalo, 
N. Y.—Electrical Wholesaling, Decem- 
ber, 1936. 


Colored Heaters 


Made to harmonize with colorful 
modern interiors, these unit heaters come 
in a wide range of finishes. Heavily 
coated with baked crackle enamel the 
heaters include models in ivory, brown, 
silver, blue, and others. Recommended 
for use in offices, stores, restaurants or in 





the home in color to harmonize with 
furnishings. Ilg Electric Ventilating Co., 
2850 N. Crawford Ave., Chicago, IIl.— 
Electrical Wholesaling, December, 1936. 


Storage Battery 


Built on a new principle, the manufac- 
turer claims that these “Kathanode” bat- 
teries will last for the life of the aver- 
age car. Retaining mats are made from 
filaments of spun chemical glass, assem- 
bled in the form of consecutive layers. 
Fibres of each layer are angularly dis- 





placed with respect to others. Mats are 
acid resistant. Each positive plate has 
retainer mat on both active faces. Grid 
structure designed to prevent loss of ac- 
tive material. Non-corrosive separators 
are used between groups of opposite po- 
larity. Kathanode Corp., 383 Madison 
Avenue, New York City.—Electrical 
Wholesaling, December, 1936. 


Door Chime 


Replacing the old style door bell, this 
“Electro” door chime will fit in the 
same-sized space. Can be installed by 
connecting door bell wires to the chime. 
Will operate on a transformer or dry 
cell. Mechanism has no moving con- 
tacts. Single stroke signal, operated by 
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a solenoid actuated plunger striking the 
chime bar. Tone of bar is amplified by 
a specially designed resonator producing 
a musical note. Finished in gray or 





ivory, with cadmium plated chime bar. 
Lists at $1.20. Schwarze Electric Co., 
Adrian, Mich—Electrical Wholesaling, 
December, 1936. 


Modern Percolator 


Of modern design, these new perco- 
lator anodels feature dripless spout, 
scratch-proof fibre feet, paneled glass top 
and safety fuse plug. Equipped with 
detachable cord set and “Textolite” at- 
tachment plug. Calrod heating unit oper- 
ates on 115 to 125 volts, a.c., 400 watts. 





6-cup capacity. List prices, Bradford 
model, $5.95; Portland, $5.50. The Brad- 
ford features more decorative styling; the 
Portland is of a simpler design. General 
Electric Co., Schenectady, N. Y.—Elec- 
trical Wholesaling, December, 1936. 





Fuse-Puller Switch 


Added to the manufacturer’s regular 
line of 60 amp., fuse puller switches for 





use in connection with main, range and 
branch circuit service, these new 
switches come in 30 amp. and 100 amp. 











Seam 





Jobbers: 
Tell this story 
to Your Customers 





For DURABILITY Specify— 
APPLETON MALLEABLE UNILETS 


@ In every installation where long life 
is a factor, Appleton Threaded Malleable 
Unilets prove their superiority. Malleable 
iron construction gives them greater 
strength, yet they are light in weight. The 
cadmium finish assures positive resistance 
to rust and corrosion. 


The durability of Appleton Threaded 
Malleable Unilets insures a lifetime of 
satisfactory service. 


Sold Through Wholesalers 


APPLETON ELECTRIC COMPANY 
1704 Wellington Avenue Chicago, U. S. A. 


New York—76 Ninth Avenue Detroit—762!1 Woodward Ave. 
San Francisco—655 Minna St. St. Louis—420 Frisco Building 
Los Angeles—340 Azusa Street Atlanta—540 Marietta St., N. W. 


APPLETON 
Threaded Malleable 


Standard for Better Wiring 
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TYPE “C” 
Malleable Unilet with Cad- 
mium Finish 





TYPE “E” 
Malleable Unilet with Cad- 
mium Finish 





TYPE “LB” 
Malleable Unilet with Cad- 
mium Finish 





Malleable Unilet with Cad- 
mium Fini 


UNILETS 


Reg. U. S. Pat. Off. 
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sizes. Approved for service equipment 


ECE MERON OPAC TAMER UUM | cits clos toss branch circuits in fash 





COMPLETE PROTECTION aoe 





or surface type boxes. Trumbull Elec- 
tric Mfg. Co., Plainville, Conn —Electri- 
cal Wholesaling, December, 1936. 


Candle Flame Lamp 


Heretofore available 
only with candelabra 
base, these “Candyl- 
beme” lamps are now 
made with standard 
medium bases. Elimi- 
nates necessity of 
adapters for use with 
medium sockets. Avail- 
able in either clear 
glass or frosted finish, 
so that they may be 
used where light out- 
put as well as decora- 
tion is important. 
Recommended by man- 
ufacturers for use with 
candle type fixture. 
Give subdued light ef- 
fect similar to candle 
light. North American 
Electric Lamp Co., 
South Broadway, St. 
Louis, Mo.—Electrical 
Wholesaling, Decem- 
ber, 1936. 





ALL ELECTRICAL HAZARDS 
Desk Lamp 


| F R AN K W. M O R S E C O M P A N Y Designed to provide adequate light 





over working surface of a desk, this new 
BOSTON, MASSACHUSETTS desk lamp will harmonize with wood or 
metal furniture. Features ‘“Celestialite” 
luminaire of laminated glass. Permits 











ti eI 


line 


Seen ir 











Metropolitan Electric Mfg. Co. 
44-01 11th St., L. |. City, N. Y. 


Quality? — the best! 
Complete line? — all sizes-voltages! 


Underwriters Approved? — of course! 





use of 100 watt lamp. Delivers from 58 
to 100 foot candles of filtered light over 


Start 1937 with a real sre clone, coal and Choc. "Mainecturer 


’ claims diffusion ‘yaa this — eu 
‘ gives better visibility and a white light 
of fuses! approximating daylight. The “White 
Knight” is available in statuary bronze 





and silver or gunmetal and silver. List 
from $13.50 to $16.50. Greist Mfg. Co., 
New Haven, Conn.—Electrical Whole- 
saling, December, 1936. 


Wedge-Lock Plug 


Developed to grip tightly in worn re- 
ceptacles, this rubber plug will lock in 
the socket. Has rubber ram which causes 
auxiliary bayonet wedge to slide along 
each of the contact prongs into the re- 
ceiving socket. Recommended for main- 
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taining tight connection on irons, radios, 
vacuum cleaners; also for portable shop 


















equipment and office appliances. Hy 
Duty Products Co., 1803 So. Hope St., 
Los Angeles, Cal.—Electrical Wholesal- 
ing, December, 1936. 


Bi-Post Socket 


Designed for new bi-post lamps of 750 
watt to 4,000 lumen ratings, this medium 


M 
IOUNTING SCREW TERMINAL 


STAINLESS STEEL 
REINFORCING 
SPRING 


CONTACT CLIP 


RETAINING PLATE 


bi-post lampholder is made of porcelain. 
Lamp prongs are inserted through the 
retaining plates and rotated to firmly en- 
gage contact clips. Clips reinforced with 
stainless steel springs. The Bryant Elec- 
tric Co., Bridgeport, Conn.—Electrical 
Wholesaling, December, 1936. 


Indirect Fixture 


“Silvurn Luminaire” provides diffused, 
indirect lighting. Hanger is of aluminum. 
Mogul, one-piece socket has all metal parts. 
Available with three styles of enclosing 
globe. Basin of etching grade aluminum. 
Translux reflector of “Monax” to in- 
crease reflectivity and lower surface 
brightness. Four sizes from 300 to 1,000 








watts. Westinghouse Elec. & Mfg. Co., 
East Pittsburgh, Pa.—Electrical Whole- 
saling, December, 1936. 
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Parkersburg, 





It’s all right for a dealer in grand pianos 
or caskets - but not for a jobber. 


One-timers among your customers are 
liabilities - not assets. You have to put them 
on your books for a month and then take 
them off again. 


What makes a one-timer? He may just be 
the kind of a customer, that no jobber wants, 


ho never sticks to anyone. It may be, and 
this is asieliy the caus, thai he was given 


a “bargain” price - a price that the jobber 
can’t repeat or the customer found that 
the merchandise was shoddy and wouldn’t 
come back for more at any price. From that 
day on he hesitates to do business with that 
jobber. A customer has been lost. 


There is only one real “bargain” that you 
can offer your customer every time he 
comes to buy and that is the quality of the 
goods you handle. 


In almost thirty years of cooperating with 
jobbers, Porcelain Products has held to a 
standard of quality that has won respect 
throughout the trade. It has been a founda- 
tion stone in many a jobbing business. 


When you are in the market for insula- 
tors to bring repeat business - 


“Specify Porcelain Products” 


PORCELAIN PRODUCTS, Inc. 
West Virginia 
Makers of: suspension and pintype insulators, service wireholders, secondary 


racks, house brackets, insulated clevises, guy strain insulators, porcelain spools, 
nail-knobs, cleats, radio and neon insulators. 
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Among The Trade « e « 





A 1937 SALES AID 
FOR WHOLESALERS 


(Continued from page 5) 


room are bringing them out in the open 
and hanging them attractively in a large 
room where they can really be seen to 
advantage. All of this activity, of 
course, means that wholesalers are look- 
ing more and more to fixtures as a prof- 
itable source of business. 


> Here and there in wholesaling estab- 
lishments, there are grumblings these 
days about the difficulty of getting ex- 
perienced help. For some years, no 
youngsters were brought into the ware- 
house to learn the business and that 
lack of training is a handicap to the 
efficiency of new men that must be 
added today. Central New York State, 
for one reason or another, seems to be 
having quite some difficulty in this 
respect. 





New BUYERS REFERENCE Number 
ELECTRICAL CONTRACTING 


Book Review 


How To Set, To Anp THrRovuGH De- 
PARTMENT SToRES. By E. B. Weiss, 
vice-president, Grey Advertising 
Agency. 216 pp. McGraw-Hill Book 
Co., New York City. 1936. $2.50. 











ELECTRICAL CONTRACTING * 





Hundreds of new products appear each year. Com- 
pany names and addresses change. New companies 
enter the field. New trade names appear. And 
smart wholesalers must have this information at 
their finger-tips. 


The Buyers Reference Number for 1937 contains 
literally thousands of new listings and changes, plus 
additional buying data of outstanding manufac- 
turers. An experienced staff has been working for 
months to collect and compile all this information 
that will make the new Buyers Reference such a 
valuable aid for wholesalers in 1937. 


Watch for your copy this month. There’s a big 
year ahead and you'll need this up-to-date, de- 
pendable information to save time and money when 
buying. 


THE BUYERS REFERENCE FOR 1937 WILL 
BE DISTRIBUTED TO WHOLESALER 
EXECUTIVES EARLY THIS MONTH 
—-ONE COPY TO EACH HOUSE 


Originally published as a series of arti- 
cles in Printers Ink, and written pri- 
marily for the manufacturer, this com- 
prehensive discussion of the methods 
and objectives of the department store 
operator offers a practical guide to the 
wholesale distributor of appliances, 
radio and other lines in developing his 
department store accounts. Methods and 
technique of department store selling 
are clearly set forth, and the importance 
of a strong, reliable source of supply is 





330 W. 42nd ST., NEW YORK 

















+ How About An Order? Al 
Hoke, counterman at the General 
Electric Supply Corp., Youngs- 
town, Ohio, leans on his sales reg- 
ister, pencil in hand, waiting for the 
next customer. They are keeping 
Al pretty busy these days. 
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+ Down The Chute from the ware- 
house floors above, comes an order 
of merchandise and Irving White 
is about to deliver it to the con- 
tractor-buyer at the counter. The 
scene is the main floor of the 
George H. Wahn Co., in Boston, 
where White serves as _ counter 
man, 





emphasized. Position of the buyer, 
stocks, sales promotion, salespeople, ad- 
vertising allowances, introduction of 
new lines, leased departments and 
demonstrators are among the subjects 
discussed. An entire chapter is devoted 
to what the salesman, calling on depart- 
ment stores, should know about retail 
merchandising. Other chapters deal with 
installment selling, basic and model 
stocks and displays. 


Letters 


$50,000 FHA Loans Available 


For Store Modernization 


To THE Epitor: 

I have read with particular interest 
the article entitled “Main St.—Open 
For Business” in the October issue of 
your publication. It is a very fine 
article and contains a lot of thought- 
stimulating facts and figures. 

One statement in the article referring 
to the Federal Housing Administration 
plan is incorrect, and you may wish to 
call attention to the fact in the next 
issue of your publication. We refer to 
the reference made in the last para- 
graph on page 6 to the FHA plan, in 
which it is stated that “owners of stores 
can now borrow up to $2,000 from 
regular lending agencies.” As you un- 
doubtedly know, loans may be obtained 
up to $50,000 for this purpose. 

We have from time to time noted 
many other articles in your publication 
mentioning the Federal Housing Ad- 
ministration and we want you to know 
that we very much appreciate your 
participation in our program. 

THEODORE E. DAMM, 
Chief, Industries Section, FHA, 
Washington, D. C. 








No, 330 "LATROBE" 
TOM THUMB 
UTILITY OUTLET 
For use in wood installations, 


and other locations free from 
moisture or mechanical injury. 


Easy to install =easy to sell! 


Contractors appreciate the time-saving 
features of Latrobe floor boxes and wiring 
specialties. With fewer parts to get out 
of order, and sturdy construction through- 
out, Latrobe assures maximum profit. Sell 
Latrobe and increase profit and customer- 
satisfaction. 





FULLMAN MFG. CO. 


LATROBE 
PENN. 











No. 130 "LATROBE" 
ADJUSTABLE WATER- 
TIGHT FLOOR BOX 


No. 130 Box with No. 207 Bell 

Nozzle, Cut-away view illustrates 

how tapered unit receptacle fits 

tapered opening in adjustable 

ring. Design eliminates many 

small parts. Cover plate 34%”— 
overall height 3%”. 





No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 





No. 110 “LATROBE” 
WATERTIGHT BOX 


Cut-away view of No. 110 Box 
showing how the tapered unit 


The most attractive, compact and _ receptacle fits tapered opening in 
easy-to-install fitting on the mar- top of box body. The last word 


ket. 


Shown in illustration with in design, appearance, and sim- 
No. 200 Cover Plate. 


plicity of installation. 























Y Three sizes of heads 
accommodate 
lamps in sizes from 
50 to 500 watts. 
And two simple 
adjusting sleeves 
permit each head 
to handle a wide 
range of sfzes with 
the pole flexible or 
rigid. 
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MCGILL 


Make Lamp 
Changing 
Safe and Easy 


Falling while changing lamps is 
always costly. It accounts for 
some of the 60,000 accidental 
deaths and 8,260,000 injuries an- 
nually—not including automobile 
fatalities, according to the Na- 
tional Safety Council. . . . End 
these dangers. Change lamps from 
the floor with the McGill Lamp 
Changer. This is a stout alumi- 
num pole made up of 5-foot teles- 
coping sections, and an aluminum 
lamp changer head shown at left. 
Simply slip the rubber covered 
fingers over the lamp and turn the 
pole in your hands to remove or 
insert lamps. Ask for descriptive 
literature today. 


Order from your Jobber 
or Write Box 636. 






MANUFACTURING CO. 
































THE BEST 


IN 
FRICTION TAPE 
SINCE 1888 


CLIFTON MFG. CO. 


INC. 


MATTAPAN e BOSTON, MASS. 


SEND FOR PRICES AND SAMPLES 











+ Toeing The Mark. All lined up 
with his appliances, and ready to 
go for a big year in sales, is B. C. 
Manning, appliance sales manager 
of the Electra Supply Co., Pough- 
keepsie, N. Y. 


Trade Bulletins 





Cable—Bulletin 156, 8 pp., illustrated. 
Covers new line of armored cable pos- 
sessing several distinctive features.— 
Hazard Insulated Wire Works, Wilkes 
Barre, Pa. 


Circuit Breaker—Bulletin CA-543,. 16 
pp., illustrated. Reprint of Bulletin 
CA-541 with additional technical infor- 
mation and new listings on multi- 
breakers.—Square D Co., 6060 Rivard, 
Detroit, Mich. 


Coffee Makers—Folders 133-133B, 
134-134B, 4 pp., illustrated, includes 
price list. Complete listing of line of 


electric coffee makers, both range and 
table models.—The Silex Co., Hartford, 
Conn. 


Connectors—Sheet describing new 
swivel type box connectors for BX or 
conduit.—Kwikon Co., 652 W. Jackson 
Blvd., Chicago, III. 


Lamps—Booklet, 24 pp., illustrating 
line of decorative lamps with interior 
decoration schemes and floor plans for 
using these lamps.—Lightolier Co., Jer- 
sey City, N. J. 


Machinery — “Electric Machinery 
Catechism,” 48 pp., illustrated. Answers 
questions concerning the uses of elec- 
trical equipment, for those lacking ex- 
tensive technical knowledge. — Fair- 
banks, Morse & Co., 900 S. Wabash 
Ave., Chicago, IIl. 


Trucks—Folder No. 225, 4 pp., illus- 
trated. Complete line of floor trucks for 
factory and warehouse use.—Lewis- 
Shepard Co., 175 Walnut St., Water- 
town, Mass. 


Washers—Booklet, 22 pp. A _ short 
course in advertising and selling wash- 
ers for retailers—Horton Mfg. Co., 731 
Osage St., Fort Wayne, Ind. 


Welders—Bulletin W-8, illustrated. 


| Describes line of simplified arc welders. 


—Harnischfeger Corp., Milwaukee, Wis. 


SIMPLE, ISN’T IT? 





SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 

the tang and V-bottom collar 

which forces the wire into a soli 

mesh— 

NO set-screw contact .. . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . . 

NO shearing effect whatsoever . . 

NO special tools required to 
make connection .. . 


NO need for you to seavch any longer for the PERFECT 
Solderless Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 














‘Daler 


50 Amp. 


SYNCHRONOUS 
TIME SWITCH 





A thoroughly reliable, high quality time 
switch that will give many years of de- - 
pendable service. 

The result of over 26 years of exclusive 
time switch manufacture, this product 
offers the latest in design and con- 
struction. 

Approved by the Underwriters’ Labora- 
tories and fully guaranteed by the manu- 
tacturer. 


Write for complete literature 


RELIANCE AUTOMATIC 
LIGHTING CO. 


1911 Mead St. Racine, Wis. 
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PROFITABLE 
LAMP SALES 


True Candle Type 
Electric Lamps 


Thousands of these lamps 
have been sold, and original 
and replacement sales are in- 
creasing daily. Candle Flame 
Candle Flame— and Candylbeme lamps are 
. Ly nationally advertised to 
which resembles home owners — churches — 
through its ‘¥neral directors — hotels, 


unique shape. and other big buyers. 


These lamps are the choice 
of many prominent interior 
decorators—used in all can- 
dle type fixtures on their 
finest commissions. Dis- 
played in Radio City at the 
Permanent Exhibit of Dec- 
a gan Complete job- 
Candyibeme VCT-dealer cooperation .. . 
- a clear display package, lighted dis- 
Which teliee Play stand, merchandising 
on » specially literature, etc. 


ment for re- 
semblance to 


a candle flame Write for 


prices and ‘ 4 
qi) details Wi 


North American Electric Lamp Company 


1151B South Broadway St. Louis. Mo. 



































OVERHEAD 
AND 

UNDER- 

GROUND 


= 


a dl 


S 


Rural Electrification Administration 
Suggests the use of 


Twisting Sleeves 


Many contracts are being let for this class 
of construction. 

Wolverine Twisting Sleeves—made of high 
quality materials conforming to accepted 
standards, 


If you are getting your share of this business, 
you will appreciate Wolverine’s Stock of 
Twisting Sleeves, 


Have you plenty in stock? 
Clean, high quality Sleeves made to standard 
specifications. Quick Delivery. 


Send for Bulletins and Samples. 


WOLVERINE 
TUBE COMPANY 


1441 Central Ave., Detroit, Mich. 








Wireholders—Envelope stuffer De-| 
scribed: and illustrates a new line of | 
service wireholders.—Porcelain Prod- | 


ucts, Inc., Parkersburg, W. Va. 


Classified Ads 





Rates: Fifty words or less, one insertion 


$2.00, additional words two cents each. | 
Payment in advance is required for ad- | 


vertising in this column. 


Lines Wanted 


Sales Representative seeking one or two | 
lines. 15 years of personal contact among | 
electrical hardware wholesalers and chain | 
store syndicates in Greater New York and | 


vicinity. Have New York office and show 
room. Three men making daily contact 
with trade. Would like to represent re- 
liable manufacturers. References upon re- 
quest. Box 121, ELecrricAL WHOLESAL- 
inG, 330 W. 42nd St., New York City. 


Lines Wanted by live, well-established 
agent with strong wholesaler following. 
Cover Missouri, Kansas, Arkansas, Okla- 
homa, Nebraska and Iowa, with office in 
Kansas City, Mo. Want especially fans 
and signalling devices, also other good lines 
attractive to electrical wholesalers. Now 
representing several well known factories ; 
can promote successfully any line accepted. 
Box 122, ELecrricAL WHOLESALING, 330 
W. 42nd St., New York City. 


Established Manufacturers’ representa- 
tive, with office and warehouse in Phila- 
delphia, covering Philadelphia, Baltimore 
and Washington territories, is interested 
in adding one or two more reputable elec- 
trical lines. Box 123, ELECTRICAL WHOLE- 


saALiInc, 330 W. 42nd St., New York 


City. 








+ Ask Any Questions and these 
two countermen at the Bingham- 
ton, N. Y., headquarters of the 
Wehle Electric Co. can give you 
the answers—at least most of the 
answers. That handy catalog rack 
in front of them on the counter is a 
big help. Russell McCall stands 
on the left and Harold Cox is the 
man on the right. 
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9 Formerly Austin Avenue) Chicago 






























Sterling 


Silvered Glass “¥ 


Reflectors 


for every requirement of show 
window lighting, display cases, re- 
frigerators, cove lighting, etc. 


Sterling LITE-FLO 
REFLECTORS 


Striking de- 
sign improve- 
ment, which 
includes the 
Sterling Lite- 
Flo _ Stipple, 
enables these 
remarkably 
efficient  re- 
flectors to save light wasted by old 
style reflectors and concentrate it on 
the merchandise trim. Multiplies 
lighting effectiveness using the same 
lamps—the same operating cost. 


The Sterling Line of Silvered 
Glass Reflectors includes items for 
every show window lighting condi- 
tion; each type painstakingly de- 
signed for efficient light control. 





Sterling 
Flood-o-Lites 


For show window spotlighting and 
floodlighting. Made in_types and 
sizes affording utmost flexibility in 
development of unique and efficient 
display lighting. 





Sterling KAS-LITES and 
REFRIGERATOR LITES 


are highly efficient units of correct 
size and design for effective light 
control in each special requirernent. 


Whatever your lighting require- 
ments, there is a ®terling unit that 
affords highly efficient light control 
. for the exact condition. ®terling 
Engineers gladly cooperate by fur- 
nishing lighting layouts, plans, esti- 
mates, or other helpful information. 
Catalog of the extensive Sterling 
Line mailed on request. 


“=> REFLECTOR AND 
4 ILLUMINATING CO. 


y 1433 W. Hubbard St 
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INSULATED 
STAPLES 


Packed 50 and 100 to a box 
Also in 5 colors, 40 to a box 





Sole Manufacturers 


Ss. H. COUCH COMPANY, INC. 
North Quincy, Mass. 





SOLD THROUGH WHOLESALERS 














SHERMAN connectors 





FOR 

SERVICE 
ENTRANCE 
AND ALL 
SMALL WIRE 
CONNECTIONS 




















SC-6 





Serews can’t come out — 
Simple .... Safe .... 
Economical. Sample sent on 
request. Sold thru jobbers. 





H. B. SHERMAN MFG. CO. 
BATTLE CREEK MICHIGAN 

















ORIGINAL 
BUR.S-EY || 


SOLDERING | SOLDERING PASION 


i 
i 


a wo WD — 


A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery &} Mfg. Co., 
North East, Pa 




















A “Best Seller” 





Verified Directory 
of 
Electrical Wholesalers 


Tenth Edition 
(Completely Revised) 





Order from 


Electrical Wholesaling 
330 W. 42d St. New York City 
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TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS 





PLYMOUTH RUBBER COMPANY, Inc. 


CANTON Manufacturers Since 1896 MASS. 









































FUSES MADE TO PROTECT-NOT TO BLOW 


is still a new thought to 
many of your fuse prospects 


Even though it’s old to you, it’s new to fuse users who are 
not hearing it all the time. And users can grasp it in a flash. 
It makes very clear the BUSS policy of building protective 
devices that do not blow needlessly. If you have been for- 
getting it—why not pick it up again and let it help you sell. 


also 
KEEP THIS IN MIND WHEN SELLING FUSES 


Any renewable fuse will carry current and blow on 
overloads—and most of them are reasonably safe. Some 
are better in this regard than others but the Underwriters’ 
Laboratories check up on these points. 


The Underwriters’ don’t check up however to see 
whether or not fuses will have a long life or a short life— 
or whether or not the design of the fuse is such that it 
prevents needless and wasteful blows. 


Yet on these points the cost of electrical protection 
depends. With ordinary fuses there is frequently much 
burning up of fuse cases and many needless blows. While 
with BUSS Super-Lag fuses there is none of these costly 
troubles. The fuse has been designed to eliminate them. 


Whenever you are up against a problem in fuse selling | 
or want fuse information, talk to the BUSS Fuse-man in 
your territory—he’s there to help you sell. 





Are you using this book 


to help you sell? Bussmann Mfg. Co., St. Louis, Mo. 


Division of MeGraw Electric Company 


BUSS sm FUSES 


JUN 0132 
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